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Abstract : Millennials, also called as Generation Y, are the 

demographic cohort that directly follows Generation X. 

The generation born between 1982 and 2004 is named as 

Millennial generation. Technology and social media is 

always associated with this generation. Millennials are 

redefining the relationships between supervisor and 

subordinated. Millennials would make up over a third of 

the global workforce by 2020. Hence a lot of research has 

been conducted in this area. The various findings of the 

research indicated that millennials are disloyal, lazy and 

self-absorbed, while others state that they are a group of 

innovators and digital entrepreneurs. One group aims to 

eliminate the fable others have constructed.  

The present study would provide new awareness from both 

employers as well as employees. The study is based on 

secondary data obtained from the report generated by 

2016 Manpower Group, “Manpower Careers – 2020 

Vision”.  The paper understands the career development 

opportunities millennial workforce seek and would retain 

them in the organization. The study also presents the 

variation between global millennials across income and 

educational levels. 

The present paper would suggest various strategies that 

can be adopted across various educational, income levels to 

attract, develop, motivate and retain the premier 

millennials of the 21st century employees. 

Keywords: Millennial, Careers, Global and Scorecard 

I. INTRODUCTION 

Organizational restructuring has brought in the intense 

requirement in the organizations and hence created an 

opportunity to recruit and retain the younger generation 

employees. The generation Y employees hold different 

values, beliefs and presumptions from the generations of 

employees who were before them.The various authors 

have named them as Millennials, Nexus Generation and 

Nexters (Barnard et al. 1998; Burke and Ng 2006; 

Zemke et al. 2000). 

The main aim is to contribute to the comprehension of 

the expectations of the Millennials with respect to their 

career, and the strategies that has to be adopted by the 

organization in order to retain them in the organization.  

As employers try to attract and select high value young 

employees, it is more important nowthan ever for 

employers to understand the expectations that young 

people bring to the labour market. 

The research findings of various studies suggested that 

millennials desires good incentives and benefits, work 

life balance, challenging work and providing 

contribution to the society. 

As employers strive to attract and hire high-value young 

employees, it is more important than ever for employers 

to understand the expectations that the young people 

bring to the labour market. 

II. REVIEW OF LITERATURE 

Career Expectations of Millennials 

On the basis of the present literature on the millennial 

generation, five significant areas have been identified 
namelygood pay and benefits, work/life balance, 

meaningful work experiences, opportunities for 

advancement and a nurturing work environment. The 

above areas are discussed briefly. 

1)Good Pay and Benefits 

Millennials found pay to be one of the most motivational 

components (Corporate Leadership Council 2004. 

2) Work/Life Balance 

Millennials are choosing ‘‘making a life’’ over ‘‘making 

a living’’ (Zhang et al. 2007). Due to their high 

educational levels, Millennials are in the condition to 

negotiate the conditions under which they work and also 

rightfully ask work/life balance at all the stages of their 

career (Corporate Leadership Council 2005; McDonald 

and Hite 2008). 

3) Meaningful Work Experiences 

Millennials are wanting much more in return for their 

work than compensation. They are in search for work 

which is meaningful and satisfying (Lancaster and 

Stillman 2002; Yang and Guy 2006). Millennials focus 

more on the company’s values and mission and want to 

be part of the organizations who go beyond just profits.  

4) Prospect of Rapid Advancement 

Millennials are found to have great expectations on 

promotions and pay rises. They also are reported to 

ponder regarding the reasons for not obtaining 

promotion and pay rises after six months on their job 

(Erickson 2009). It is fascinating to observe that 
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millennials expect to get promotions with minimal effort 

reflecting their pampered background (Corporate 

Leadership Council 2005; Twenge 2006). 

5) Nurturing Work Environment 

Millennials have gone through education in a period in 

which they are often assigned to group projects and 

constantly learning from colleagues and managers they 

regard, and hope to form harmonious relationships with 

their co-workers (Corporate Leadership Council 2005). 

The human side of the work makes the job more 

engaging for Millennials. 

The present study would provide new awareness from 

both employers as well as employees. The study is based 

on secondary data obtained from the report generated by 

Manpower Group, “Manpower Careers – 2020 Vision”.  

The paper understands the career development 

opportunities millennial workforce seek and would 

retain them in the organization. The study also presents 

the variation between millennials across various 

educational levels. 

III. OBJECTIVES OF THE STUDY 

To understand the career opportunities the millennial 

work-force seeks. 

To understand the various strategies an organization, 

provide to attract and retain millennials. 

To study the variations observed between millennials 

globally and across educational levels. 

IV. METHODOLOGY 

The data for this study were collected by Manpower 

consulting group, in order to understand the views of the 

Millennials on their jobs, careers, organizations and their 

perceptions of their organizations. They carried out 

research across 25 countries surveying around 19,000 

Millennials, globally. 

It is forecasted that the total percentage of millennial 

workforce globally by 2020 would be 35 percent. And 

the remaining include 35 percent Gen X, 24 percent Gen 

Z and 6 percent Boomers. Hence there is a dire need to 

study the career expectations of millennials and the 

organizations strategies to retain them in the 

organizations. 

V. DISCUSSION AND FINDINGS 

Table 1: Confidence of Millennials about the career 

prospects 

S No Percentage Countries 

1 70% - 80% China, Germany, India, 

Mexico, Switzerland, US 

2 60% - 69% Australia, Brazil, Canada, 

Netherlands, Norway, 

Spain, UK 

3 50% - 59% France, Singapore 

4 40% - 49% Greece, Italy 

5 30% - 39% Japan 

Table 2: Belief of Career Prospect 

S No Belief of Career Prospect Percentage 

1 Optimistic 62% 

2 Pessimistic 38% 

From the Tables1 & 2, it can be inferred that Two-thirds 

of millennials are optimistic about their immediate job 

prospects. Sixty-two percent are optimistic that if they 

lost their job they can still find an equally good job in 

three months. And 38% are pessimistic with obtaining a 

job opportunity in 3 months, if their current job is lost. 

Overall, Millennials in India, Mexico, China, 

Switzerland and Germany are most positive, while the 

one’s in Japan, Greece and Italy are the least positive. 

The above values reflect their cultural, economic and 

political factors. Hence it can be inferred that the 

majority of millennials are optimistic about their career 

prospects in the future. 

Table 3: Age of Millennials who expect to Retire (%) 

S. No Age of Retirement Percentage (%) 

1 Under 40 1 

2 40-44 1 

3 45-49 1 

4 50-54 6 

5 55-59 8 

6 60-64 23 

7 65-69 33 

8 70-74 11 

9 75-79 2 

10 >80 2 

11 Work Until Death 12 

Table 4 Millennials who expect to work until they 

Expire 

S. No Country Work until they expire (%) 

1 Japan 37 

2 India 14 

3 Spain 3 

From the Tables 3 & 4, it can be understood that 

Millennials expect to worker longer than the previous 

generation. Across globally, more than half of them 

expect to work above the age of 65. And 27 percent 

believe that they would work over the age of 70. 12 

percent expect to work until the day they expire. Table 3 

indicates that in Japan, the number is more than a third. 

While in India the figure is around 14 percent who 

believe that they would work until they die and in Spain 

the value is found to be the least which is 3 percent. 

Table 5: Hours Worked per week across countries 

S No Country Hours Worked 

Per Week 

1 India 52 

2 China, Singapore 48 

3 Switzerland, Greece 47 
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4 Japan 46 

5 USA, Brazil, Norway 45 

6 France 44 

7 Spain, Germany Italy 43 

8 Canada, Netherlands 42 

9 UK, Australia 41 

From the Table 5, it can be analysed that Millennials are 

working harder than any other generations contrary to 

the laid-back attitude label they received. Indian 

Millennials are reported to be working the longest 

working week and Australians claim to be working the 

shortest.  

 

Table 6 Personal Reasons for Millennials taking the break 

S. No Relaxation/ Travel/ 

Holidays (%) 

Marriage 

(%) 

Pursue dream/ 

hobby (%) 

Return to Education/ 

Gain new skills (%) 

It’s unlikely to take 4 

weeks away (%) 

Male 42 26 24 21 20 

Female 39 27 22 23 11 

Table 7: Other Reasons for Millennials taking the break 

S. No Birth of My 

Children (%) 

Childcare (%) Care for Aging 

Parents or relatives 

(%) 

Support Spouse in their job 

(%) 

Volunteer or 

charity work 

(%) 

Male 32 20 25 12 10 

Female 61 33 30 11 9 

 

From the Tables 6 & 7, it can be inferred that for both 

males and females, the most prominent personal reason 

to take a break is relaxation/holidays/travel. The other 

reasons for females to take the break includes birth of 

their children, care for their children and aging parents 

or relatives, support spouse in their jobs and also to 

volunteer. It is found that men have different priorities 

when compared to female. 

Priorities when searching for a job 

It is observed that millennials have money (92 percent) 

as the top priority when selecting a job. Next comes 

security (87 percent), then time off (86 percent), great 

people to work with (80 percent) and finally flexible 

working hours(79 percent). 

Globally, it is observed that priorities of 

millennialsvaried. The policies of retirements matter to 

more than 85 percentof Indians. In India, eight in ten 

Millennials found that working for employers who are 

responsible socially and congruent to their value system 

is important.  

Job security is important for Millennials. Like the 

Traditionalists prior to them, they desire for the security 

of full-time employment to make sure they maintain the 

standard of living. Millennials understood the need to 

develop skills continuously to remain employable. Job 

security is redefined by Millennials as career security 

which is the journey and not the job. 

Table 8: Activites to be undertaken to grow in the 

career 

S No Activities to be undertaken 

to grow in the career 

Percentage 

(%) 

1 Improve skills and 

qualifications 

46 

2 Perform well in the current 

job  

45 

3 More experience through 

new roles and assignments 

35 

4 Good connections 28 

5 Seek opportunities 23 

6 Strong relationship with 

manager and mentor 

17 

7 Stay around good enough 17 

8 Good fortune 16 

9 Meaningful career 

conversation with manager 

14 

10 I see no prospects of 

advancement 

2 

From the above table, it can be analysed that success of 

millennials depends more on obtaining the right skills 

than having right connections. 

New Opportunities Vs. New Jobs 

Millennials want new opportunities with their present 

employer and not the next employer. 63 percent aspire 

to stay with their current employer for good number of 

years. But it was observed that, about two-thirds of the 

millennials want to get promoted or to move another 

role in less than two years and a quarter of them said 

less than 12 months. This confirms the challenging job 

that millennials desire intensely. 

Recognition 

It is observed that half of the Millennials would consider 

quitting their present job due to a lack of appreciation.  

Alternative work arrangements 

It is observed that only 3 percent of Millennials work 

with reference toalternative work arrangements. Though 
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they show more interest towards full-time work, they are 

open to non-traditional forms of employments in the 

future like freelance or careers with multiple jobs. 

Entrepreneurship is also forecasted as an option for 

millennials. 

Scorecard of learnability 

Technological innovations create new ways of getting 

work done and success of a career depends more on 

workforce learnability. Learnability can be defined as 

the desire and ability to grow quickly and adapt one’s 

competencies to remain employable throughout one’s 

working life.  

Table 9: Scorecard of learnability 

S. 

No 

READINESS 

GLOBAL 

MILLENNIALS 

Education 

Bachelors 

or Above 

(%) 

Income 

Above 

National 

Average 

(%) 

Prepared 

for Work 

by 

Education 

(%) 

1 HIGH 

LEARNERS 

(29%) 

66 

 

69 63 

2 POTENTIAL 

LEARNERS 

(64%) 

57%  

 

60 54 

3 LOW 

LEARNERS 

(7%) 

49% 

 

54 49 

From Table 9 scorecard of millennials learnability, it is 

observed that the 93 percent of millennials comprising 

of both high learners (29 percent) and potential learners 

(64 percent) observed that continuous skill development 

is an important area of their future careers. Only 7 

percent of Millennials showed no interest in training. 

Higher learnability correlates strongly with successful 

careers in terms of being better educated, higher paid 

and better prepared for employment. People with high 

learnability tend to continuously learn, and reap the 

benefits over a period of time.Understanding a person’s 

learnability potential is a key indicator for success. 

It is also projected that 66 percent of high learners 

possess education in Bachelor’sdegree or above and 69 

percent have income above national average and 63 

percent are prepared for work through their education.  

High learners are the individuals who are pretty 

optimistic and confident about job prospects. They are 

responsible, curious and determined to update their 

skills continuously. They spend their own time and 

money to get trained. 

57 percent of potential learners possess education in 

Bachelor’s degree or above and 60 percent have income 

above national average and 54 percent are prepared for 

work through their education.  Potential learners are the 

individuals who have great interest for learning. They 

also showcase good amount of effort in the form of time 

or money for training. They are characterised by lower 

confidence. They possess few opportunities for growth. 

49 percent of weak learners possess education in 

Bachelor’s degree or above and 54 percent have income 

above national average and 49 percent are prepared for 

work through their education.  Weak learners are the 

individuals who have least interest for learning. They 

also showcase least effort in the form of time or money 

for training. They are also least interested in getting 

trained even though organization initiates their time an 

and money.  

Organizational Strategies: 

• Millenials should be provided with better career 

security, appreciation, task variety and job 

mobility, regular career conversations and 

flexible alternative work arrangements inorder to 

attract and retain them in the organizations  

• Millennials should be demonstrated that 

remaining in the organization can lead to better 

career enhancement 

• Opportunities for Millennials to work on 

different assignment with cross functional teams 

should be created to build excellence and 

networks across the organisation.  

• Highlight the value of progression to build their 

competencies and experiences. 

• Should check in with the Millennials regularly 

about their career path and development. Focus 

on short term objectives and implement various 

plans to achieve them. Use these conversations to 

connect how their work today will enhance their 

future career prospects and long term 

employability. 

• Maintain a high-touch approach and offer 

frequent, face-to-face feedback, and recognition. 

• Anticipate breaks for personal reasons and 

recognise that lengthy careers at mean time to re-

tool and refuel are most essential. Be clear what 

flexibility you can offer and help people to re-

enter the workforce when they return to their 

career. 

• Millennials tend to prefer full-time work, but 

many of them are also open to alternatives like 

freelance, part-time or portfolio work. 

Organizational Strategies to improve learnability 

High Learners:  

Employers should focus on retaining this group through 

updated human resource practices that create 

opportunities and drive engagement. 

Potential Learners:  

Assessments are a good starting point to identify 

brightness, talent and skill adjacencies.  
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By offering the safe learning environments and regular 

career related conversations, employers can help 

Millennials map out several attainable development 

goals with clear pathways and outcomes from them. 

Low Learners 

Employers should assess learnability factors early and 

make them a part of their initial hiring discussion with 

the Millennials. 

VI. CONCLUSION 

Progression doesn’t always mean promotion. Career 

enhancement doesn’t always mean advancement.  

Millennials are used to a rapid paced world and want 

varied careers that progress quickly. They are aware to 

regularlyupdate their skills and remain employable for a 

long working lives. It is also observed that they are 

ready to spend their own time and money to achieve the 

same. 

Employers need to be alert. The employer-employee 

relationship is rapidly undergoing change. Employers 

have gone from being talent builders to end users of 

work. Organizations need to attract and inspire the best 

Millennials. Investing in training and creating ways to 

learn on the job and move around the organisation is a 

sure way to make companies more attractive places to 

work. If millennials observe their long-term gains, they 

would be definitely loyal, committed and highly 

productive. 
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Abstract : With the growing awareness among people 

about environmental issues, green marketing has gained its 

importance. Consumers and manufacturers have turned 

their attention towards eco-friendly products that are 

presumed to be “green” or environment friendly like 

organic foods, recyclable paper, etc. Companies started 

adopting green marketing and are producing green 

products that have less harmful effects on the environment, 

than the conventional products. Consumers are becoming 

more and more aware of the environmental problems and 

are actively trying to reduce their impact on the 

environment by purchasing green products and moving 

towards a greener lifestyle. This research study tries to 

determine whether the consumer purchasing decisions in 

Twin cities are influenced by the green marketing practices 

undertaken by the companies. A sample of 100 respondents 

was selected in both Hyderabad & Secunderabad together, 

and a questionnaire was used to collect the primary data. 

Descriptive Statistics (Mean, Standard Deviation and 

Percentile) and independent t-test with the help of SPSS 

version 16.0 have been used in this study for analyzing the 

primary data. The results of the study highlight that the 

consumer purchasing decisions in Twin cities are not 

influenced by the green marketing practices undertaken by 

the companies. However, the consumers are willing to pay 

a higher price for the ‘green’ products, if these eco-friendly 

products provide an extra value to them.   

KEYWORDS: Environment friendly, Green Marketing, 

Green Products, Consumer Purchasing Decision. 

I. INTRODUCTION 

The key challenge for companies and customers today is 
to protect the earth’s natural and finite resources. 
Production and consumption of goods all over the 
world has led to the emergence of a large number of 
environmental problems. Many studies proved that our 
planet is in danger of Global Warming. As a result, 
companies are focusing on green marketing and are 
producing eco-friendly or green products that have less 
harmful effects on the environment, than the 
conventional products. Companies nowadays are 
adopting green strategies into their marketing activities 
to achieve a competitive advantage in the saturated 
markets. Successful marketing has always been about 
recognizing trends and positioning products, services and 
brand in a manner that supports buyer intentions. Today, 
"Green" marketing has moved from a trend to a way of doing 
business and businesses that sell should recognize (a) the 
value of going green and (b) incorporating this message into 
their marketing program and communicating the green 

concept to their consumers. Green is slowly and steadily 
becoming the symbolic color of eco-consciousness in India. 
Thus, we see that both the marketers and the consumers 
are nowadays focusing on green products and services. 
Although in the short run, a company may find it 
expensive to shift towards the "green" approach, in the 
long run, it will definitely prove to be advantageous for 
the company, in terms of cost also. We can assume that 
consumers will view the "greenness" of a product or 
services as a benefit and so their buying decisions will 
be based on this aspect.  

 “Green marketing is the marketing of products that are 
presumed to be environmentally preferable to others. 
Thus green marketing incorporates a broad range of 
activities, including product modification, changes to the 
production process, sustainable packaging, as well as 
modifying advertising”. 

II. OBJECTIVES OF THE STUDY 

As companies today are integrating appropriate green 
strategies into their marketing activities in order to 
achieve a competitive advantage in the saturated 
markets, there arises a need to understand whether the 
consumer purchasing decision are influenced by the 
green marketing practices undertaken by the companies.  

1. To study whether the consumer purchasing 
decisions in twin cities are influenced by the green 
marketing practices undertaken by the companies. 

2. To study the green marketing mix. 

3. To understand the challenges faced by companies 
nowadays while pursuing green marketing activities. 

III. NEED FOR THE STUDY 

Green marketing has now evolved as one of the major 
area of interest for marketers as it may provide 
competitive advantage. But it requires investment in 
terms of technology enhancement, process modification, 
communicating benefits to customers etc. However, not 
much research with respect to green marketing has been 
done in India and there is question about the awareness 
of green products among consumers. As green 
marketing is different from the marketing in traditional 
way, marketers need to know the factors that persuade 
the consumer to buy the green products. This study aims 
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to understand the factors that influence the consumer 
purchasing decision of green product.     

IV. REVIEW OF LITERATURE 

Oyewole, P. (2001). In his paper presents a conceptual 
link among green marketing, environmental justice, and 
industrial ecology. It argues for greater awareness of 
environmental justice in the practice for green 
marketing. A research agenda is finally suggested to 
determine consumers awareness of environmental 
justice, and their willingness. 

Brahma, M. & Dande, R. (2008), The Economic 
Times, Mumbai, had an article which stated that, Green 
Ventures India is a subsidiary of New York based asset 
management firm Green Ventures International. The 
latter recently announced a $300 million India focused 
fund aimed at renewable energy products and supporting 
trading in carbon credits. 

Sanjay K. Jain & Gurmeet Kaur (2004) ,in their study 
environmentalism have fast emerged as a worldwide 
phenomenon. Business firms too have risen to the 
occasion and have started responding to environmental 
challenges by practicing green marketing strategies.  

Green consumerism has played a catalytic role in 
ushering corporate environmentalism and making 
business firms green marketing oriented. Based on the 
data collected through a field survey, the paper makes an 
assessment of the extent of environmental awareness, 
attitudes and behaviour prevalent among consumers in 
India. 

V. RESEARCH METHODOLOGY 

 Research Design 

An exploratory research design and a  quantitative 
research approach have been undertaken in this 
research study. Secondary data were initially collected 
from books and the internet, and then a well structured 
questionnaire was prepared for collecting the required 
primary data. A convenience sampling method of has 
been adopted in this research study and the samples 
have been drawn from 100 respondents, in the Twin  
ci t ies . Descriptive Statistics (Mean, Standard 
Deviation and Percentile) and independent t-test with 
the help of SPSS version 16.0 have been used in this 
study for analyzing the primary data, which is collected 
with the help of the self-administered questionnaire. 

Hypothesis formation 

The null hypothesis (H0) for this research study is stated 
as: 

H0: The consumer purchasing decisions in twin cities 
are not influenced by the green marketing practices 
undertaken by the companies. 

The alternative hypothesis (H1) is stated as: 

H1: The consumer purchasing decisions in  twin cities 
are influenced by the green marketing practices 
undertaken by the companies. 

VI. DATA ANALYSIS 

Are the consumer purchasing decisions in Twin cities 
are influenced by the green marketing practices 
undertaken by the companies: 

 

The following table highlights the mean and standard 
deviations of the responses generated towards the 
following issues: 

 Whether the respondents feel that companies 
should undertake green marketing activities. 

 Whether the respondents are willing to pay an extra 
price for the “green‟ products. 

 Whether the respondents purchase behavior is 
affected by the green marketing activities of the 
companies 

 Whether the respondents are willing to repurchase 
the “green‟ products 

Statistics 

 Green 

Activi

ties 

Pay 

extra 

price 

Purchas

e 

Decision 

Rebu

y 

N Valid 100 100 100 100 
 Missing 0 0 0 0 
Mean  3.21 2.44 3.28 2.56 
Std. 
Deviation 

 1.431 1.373 1.393 1.175 

Range  4 4 4 4 
Minimum  1 1 1 1 
Maximu
m 

 5 5 5 5 

Green_Activities 
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id
 

P
er
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C
u

m
u
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v
e 

P
er

ce
n

t 

Valid Strongly 
Agree 

18 18.0 18.0 18.0 

 Agree 15 15.0 15.0 33.0 
 Neutral 19 19.0 19.0 52.0 
 Disagree 24 24.0 24.0 76.0 
 Strongly 

Disagree 
24 24.0 24.0 100.0 

 Total 100 100.0 100.0  

Table above highlights that only 33% of the total 
number of respondents agree, or strongly agree that the 
companies should undertake green marketing activities. 
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Pay_extra_price 
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v
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P
er

ce
n
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Valid Strongly 
Agree 

33 33.0 33.0 33.0 

 Agree 26 26.0 26.0 59.0 
 Neutral 17 17.0 17.0 76.0 
 Disagree 12 12.0 12.0 88.0 
 Strongly 

Disagree 
12 12.0 12.0 100.0 

 Total 100 100.0 100.0  

Table  above shows that the majority buyers are willing 
to pay an extra price for the „green‟ products offered by 
the companies. 

Purchasing_decision 
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v
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P
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Valid Strongly 
Agree 

16 16.0 16.0 16.0 

 Agree 14 14.0 14.0 30.0 
 Neutral 20 20.0 20.0 50.0 
 Disagree 26 26.0 26.0 76.0 
 Strongly 

Disagree 
24 24.0 24.0 100.0 

 Total 100 100.0 100.0  

Table above highlights that the purchase decisions of 
70% of the respondents are not affected by the green 
marketing activities undertaken by the companies, and 
the purchase decisions of only 30% of the respondents 
are affected by the green marketing activities undertaken 
by the companies. 

Repurchase 
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C
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v
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P
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n
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Valid Strongly 
Agree 

22 22.0 22.0 22.0 

 Agree 27 27.0 27.0 49.0 
 Neutral 31 31.0 31.0 80.0 
 Disagree 13 13.0 13.0 93.0 
 Strongly 

Disagree 
7 7.0 7.0 100.0 

 Total 100 100.0 100.0  

Table above highlights that 49% of the consumers prefer 
to repurchase the green products while 51% are not 
willing to repurchase the green products. 

Table below highlights that the value of the test is 
significant, i.e., p>0.05. Hence we accept the null 
hypothesis (H0) and reject the alternative hypothesis 
(H1). We conclude that consumer purchasing decisions 
in Twin cities are not influenced by the green marketing 
practices undertaken by the companies. 

 

Independent Samples Test 

 Levene's 
Test for 
Equality of 
Variances 

t-test for Equality of Means 

F Sig. T Df Sig. 
 (2-
tailed) 

Mean 
Difference 

Std. Error 
Difference 

95% 
Confidence 
Interval of the 
Difference 

Lower Upper 

Purchasing_decision Equal 
variances 
assumed 

.602 .441 -1.231 57 .223 -.428 .347 -1.124 .268 

 Equal 
variances 
not 
assumed 

  -1.246 55.833 .218 -.428 .343 -1.116 .260 

 
GREEN MARKETING MIX: 

When new innovations are developed by companies 
such as eco friendly products, the companies gain entry 
into new markets, they enhance their total market 
shares, and they also increase their profits. The 4Ps of 
the green marketing mix are as follows: 

Product: While developing the green products, 
companies must ensure that they reduce the pollution 
and overall resource consumption and they must focus 
on increasing the conservation of scarce natural 
resources. 

Price: Companies must offer “green” products that 
provide an extra value to the consumers, as the majority 
of the consumers will only pay an extra amount of 
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money if they perceive that there exists an extra product 
value. This value may be due to certain aspects like 
better visual appeal, better functions, improved 
performance, better design, or better taste. The 
companies must always try to take all these aspects into 
account while charging a premium price for their 
“green” products. 

 Promotion: The companies must focus on developing 
advertisements that promote a greener and eco-
friendly lifestyle by highlighting a product or service 
and advertisements that depicts a positive corporate 
image environmental responsibility. Moreover, 
advertisements that highlight a relationship between the 
“green” product and the environment as a whole also 
fall under the promotion element of the green marketing 
mix. 

Place: The companies must ensure that their “green”  
products are available at the stores. Unavailability of 
the product during peak demand periods may become 
the worst enemy of the company. Moreover, the fact 
that very few people will go out of their way to buy 
such “green” products must also be taken into 
consideration by the companies offering such “green” 
products in the market. 

CHALLENGES OF GREEN MARKETING: 

Now-a-days there exists many  organizations   who  
want  to  associate  themselves  with green marketing, to 
enjoy the benefits from the several advantages of the 
green marketing.  But they have to overcome number of 
problems associated with green marketing, which are as 
follows: 

 Organization face problem in ensuring that their 
actions are not misleading customers or does not 
violate any regulations. 

 Organization faces problem in clearly stating 
environment benefits. 

 Organization  faces  difficulty  in  establishing  
policies  which  will  deal  with  all environmental 
issues. 

 Organization  face  risk  that may  be  the  current  
environmentally  responsible  actions  can  have 
adverse future effects. 

 Higher  costs  are  involved  in  the  production  
and  promotion  of  eco-labelled  products  and 
services. 

 Customers  are  not  fully  aware  about  the  
availability,  usage  and  benefits  of  eco-labelled 
products. 

 Customer  lacks  confidence  on  eco-labelled  
products  and  services,  as  they  hesitate  in  using 
something new. 

 Green marketing practices involve lengthy and 
complicated process. 

 Green marketing requires huge capital investment. 

 Green marketing needs high-tech tools and 
techniques of production and distribution. 

VII. FINDINGS 

Green marketing is the new concept being adopted all 
over the world. This research study helps to highlight 
that the consumer purchasing decisions in Twin cities 
are not influenced by the green marketing practices 
undertaken by the companies, however the majority of 
the buyers are willing to pay an extra amount for the 
green products offered in the market, if these products 
provide an extra value to them. Furthermore, the 
majority of the consumers are not willing to repurchase 
the “green” products again from the market. In order to 
achieve competitive advantage in the market, 
companies must utilize the 4Ps of the green 
marketing mix appropriately and they must overcome 
the challenges of integrating appropriate green 
strategies into their operational activities, product 
development processes, and marketing activities. 

VIII. CONCLUSION 

More research needs to be undertaken on different 
aspects of green marketing as it is still in its infancy in 
India. When companies adopt green marketing 
activities, they should ensure that the economic aspect of 
marketing is not neglected. Thorough understanding of 
the implications of green marketing activities must be 
undertaken by the companies so as to ensure that they 
achieve competitive advantage in the markets. 

The companies must keep in mind that the consumers 
are very much concerned about the environmental 
issues cropping up in the country and they are very 
much willing to pay a premium price for the “green” 
products, if these eco-friendly products provide an 
extra value to the consumers. Companies can command 
a higher price if they can enhance the product’s 
performance and  offer extra product value by 
providing better visual appeal, better functions, 
improved performance, better design,  or  better taste. 
Thus, companies must try to  locate these 
opportunities and  must take advantage of them. 
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Abstract : The ‘inclusive growth’ as a strategy of economic 

development received attention owing to a rising concern 

that the benefits of economic growth have not been 

equitably shared. Growth is inclusive when it creates 

economic opportunities along with ensuring equal access to 

them. Apart from addressing the issue of inequality, the 

inclusive growth may also make the poverty reduction 

efforts more effective by explicitly creating productive 

economic opportunities for the poor and vulnerable 

sections of the society.  The inclusive growth by 

encompassing the hitherto excluded population can bring 

in several other benefits as well to the economy.   The 

concept “Inclusion” should be seen as a process of 

including the excluded as agents whose participation is 

essential in the very design of the development process, and 

not simply as welfare targets of development programmes 

(Planning Commission, 2007). Financial inclusion is 

considered to be critical for achieving inclusive growth, 

which itself is required for ensuring overall sustainable 

growth. Recognizing the importance of inclusive growth in 

India, efforts are being taken to make the financial system 

more inclusive. The present paper is an attempt to examine 

the present status of financial inclusion in India and issues 

involved in extending banking services to weaker sections 

of the society. 

 Keywords:  Banking services, financial inclusion, Reserve 

Bank of India (RBI), Sustainable development, Inclusive 

growth 

I. INTRODUCTION 

Financial inclusion has been made an integral part of the 

banking sector policy in India. Reserve Bank is 

furthering financial inclusion in a mission mode through 

a combination of strategies. Policy frameworks that 

promote investment and innovation by business in new 

green technologies and sustainable business models are 

vital to the transition towards a low-carbon, sustainable 

and inclusive growth path. While it is private sector 

investments that drive the majority of economic activity 

that will ultimately determine outcomes, policy has a 

crucial role to play in creating the right incentives and 

an enabling environment to facilitate an appropriate 

business response.  

Financial inclusion is the process of ensuring access to 

appropriate financial products and services needed by 

vulnerable groups such as weaker sections and low 

income groups at an affordable cost in a fair and 

transparent manner by mainstream institutional players.  

The Governor of RBI has announced that we need to 

achieve financial inclusion through the mainstream 

financial institutions whether by mobile or card. We 

have reposed our faith in mainstream financial 

institutions to achieve financial inclusion. But, he has 

also made it clear that we cannot wait indefinitely for 

banks to come forward and exploit this opportunity of 

financial inclusion, otherwise we may have to look for 

other models of furthering financial inclusion.  

The ‘inclusive growth’ as a strategy of economic 

development received attention owing to a rising 

concern that the benefits of economic growth have not 

been equitably shared. Growth is inclusive when it 

creates economic opportunities along with ensuring 

equal access to them. Apart from addressing the issue of 

inequality, the inclusive growth may also make the 

poverty reduction efforts more effective by explicitly 

creating productive economic opportunities for the poor 

and vulnerable sections of the society.  The inclusive 

growth by encompassing the hitherto excluded 

population can bring in several other benefits as well to 

the economy.   The concept “Inclusion” should be seen 

as a process of including the excluded as agents whose 

participation is essential in the very design of the 

development process. 

 An essential pre-requisite for inclusive and sustainable 

economic growth is capital formation through credit and 

financial services. Therefore, access to a well-

functioning financial system, by creating identical 

opportunities, enables economically and socially 

excluded people to integrate better into the economy, so 

as to actively contribute to development and protect 

themselves against economic shocks (RBI, 2008). 

Amartya Sen (2000) persuasively argued that poverty is 

not just insufficient income, but rather the lack of wide 

range of capabilities, including security and ability to 

partake in economic and political systems. Today the 

term bottom of the pyramid refers to the global poor 

most of whom subsist in the developing countries. These 

large numbers of poor are required to be provided with 

much needed financial assistance in order to steer them 

out of their conditions of poverty, towards the economic   

up liftment of resource poor in any developing economy. 

Financial inclusion is a planned exercise guided by the 

central bank to connect people with banks for 

consequential benefits. It is a process of ensuring access 

to suitable financial products and services needed by 

susceptible groups such as weaker sections   and low-

income groups at an affordable cost in a fair and 

transparent manner by mainstream institutional players.  
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Financial inclusion has become one of the most critical 

aspects in the context of inclusive growth and 

development in the developing countries. 

II. OBJECTIVES 

1. To study the role of banking in inclusive growth 

of economy. 

2. To know the inclusive growth in development 

and developing countries. 

III. METHODOLOGY OF THE STUDY 

This study is basically exploratory in nature and the 

entire gamut of discussion has been made on the basis of 

secondary sources. Secondary data are collected from 

various reports on RRBs published by NABARD and 

the RBI bulletin, annual reports, and the publications of 

Banker Institute of Rural Development (BIRD). 

It has been universally accepted that developing 

financial sector and improving access to financial 

services accelerate economic growth and helps to 

achieve inclusive growth. Inclusive growth is a little 

more than just the benefits growth distributed equitably 

and evenly. Financial inclusion connects the banked and 

unbanked sectors and enables the unbanked to become 

vibrant and productive participants in the economic and 

inclusive growth process. 

Economic development need an appropriate monetary 

policy. But a well- developed banking is a necessary 

pre-condition for the effective implementation of the 

monetary policy. control and regulation of credit by the 

monetary authority is not possible without the active co-

operation of the banking system in the country. Capital 

formation is the most important determinant of 

economic development . The basic problem of a 

developing economy is slow rate of capital formation. 

 Economic development depends upon the diversion of 

economic resources from consumption to capital 

formation. Banks help in this direction by encouraging 

saving and mobilizing them for productive uses. 

IV. CONCLUSION 

Financial inclusion is now accepted as a significant for 

achieving inclusive growth, which itself is required for 

ensuring overall sustainable growth. Recognizing the 

importance of inclusive growth in India, efforts are 

being taken by the Government of India (GOI) and RBI 

to make the financial system more comprehensive. The 

focus of financial inclusion is on promoting sustainable 

development and generating employment for a vast 

majority of the population especially in the rural areas. 

As a supporting agent for the commercial banks and the 

co-operatives, RRBs are serving a class of clientele 

belonging to the rural poor like rural artisans, petty 

shopkeepers, small traders, village entrepreneur and 

people engaged in service sector and also people 

belonging to the lower income group in these rural 

areas, physically handicapped persons and widows as 

well. These banks are playing a significant role in 

ensuring sustainable development through financial 

inclusion 
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Abstract : Digital Marketing has emerged as a specialism 

over the large decade with its origins rooted in direct 

marketing. Digital branding develops a business Identity, 

visibility and credibility in the community that interacts 

with the business or through other digital mediums. This 

makes digital branding essential for creating and 

establishing a brand's story and presence in the digital 

world. Digital branding involves a complete digital media 

manipulation strategy that goes beyond standard online 

tactics commonly seen with internet branding like, posting 

daily tweets, promotional or email blasts. As opposed to 

digital marketing branding aims to create connections 

between consumers and the product or service being 

delivered so that brand recognition is established in the 

digital world . Digital branding discuss the professional 

implications of choosing to abstain from social media use 

and urge educators to recognize that the  digital branding 

may be an emerging asset for young professionals in 

twenty-first century. 

"Digital channels, and assets are used to communicate a 

brand's positioning (or purpose) as part of multi channel 

brand communication or engagement program". 

KEYWORDS :- Social media, Positioning, Digital media 

manipulation, Internet branding. 

I. INTRODUCTION 

Digital Branding revolves around the internet as a 
communication medium. Deploying the internet in 
marketing is often cheaper than using traditional media, 
as it is often easier to reach the core target group online 
and digital branding can capitalize on behavior 
intensions right away. Example:- Digital branding  
include affiliate marketing, email marketing and social 
networking. This section of knowledge resource center 
contains articles about research on digital branding. 
Now-a-days digital branding are becoming popular. 
Marketing people try to make their products as 
attractively as possible to maximize the chance of 
people purchasing it. Social media plays a key role in 
branding a product. The new digital era has enabled 
brands to selectively target their customers that may 
potentially be interested in their brand or based on 
previous browsing interest. Recent technological and 
advances have created a digital age. Widespread use of 
internet is having a impact on both buyers and marketers 
who serve them.    

Much of world’s business today is carried out over 
digital network that connect people and  companies. 
Internet connects all types of users around the world . 
All kinds of companies now market online. Example :- 
Amazon uses digital branding during festive season 

more effectively which makes the customer to attract 
towards its products. 

As consumes spend more and more time on internet, 
many companies are shifting more of their marketing 
dollars to online advertising to build their brands or to 
attract visitors to their web sites. Online ads spending 
will jump to more than $42 billion in 2011 surpassing 
the amount spent on magazines and event television. 
Digital branding is a brand management technique that 
uses a combination of internet branding and digital 
marketing to develop a brand over a range of digital 
venues, including internet based relationships, device 
based applications or media content. 

According to MABBLY CEO, Hank Ostholthoff, digital 
branding is facilitated by multiple channels. As an 
advertiser one’s core objective is to find channels which 
result in maximum two way communication and a better 
overall ROI for the brand. There are multiple online 
marketing channels available, namely. A brand name 
which is well-known and associated with high 
satisfaction levels provides an improved image and 
added value to the product which if digitally branded 
leads to success of the product. Brand names can be 
family brands were each of the company’s products 
adopts the same brand name, such as the recent TAJ 
HOTEL branding exercise. When products are digitally 
brand it leads a great impact on customers mind and 
they will remember for long time. 

II. OBJECTIVES OF DIGITAL BRANDING 

The digital branding main objective is to make 
awareness to customer about the product. Building your 
reputation online is similar to a networking breakfast, 
but it’s not as easy and it takes more time. It makes the 
marketer to think innovatively and present the idea 
through online work. It leads to learn the technology 
which is rapidly changing day by day. Adoption of such 
new techniques leads to great success in this digital 
world. More and more companies are embracing open 
innovation and using social networking and web 2.0 
tools. The internet has changed our lives in many areas. 
Not only the way information is provided, but also 
market structures and the role of consumers in the 
market. Marketing professionals are turning to social 
media on an ever wider scale. Just think of discussions 
about a brand on a forum, a Face book page with 
thousands of fans or the use of brand names in blogs. 
But on some occasions, marketing pros are not the ones 
taking the initiative, but enthusiastic consumers are. 

 

mailto:bhavana184@gmail.com


DIGITAL BRANDING 
________________________________________________________________________________________________ 

________________________________________________________________________________________________ 
JOSEPH’S JOURNAL OF MULTIDISCIPLINARY STUDIES ( JJMDS) 

St.Joseph’s Degree & PG College, King Koti, Hyderabad 
14 

Digital branding has long been recognized as an 
important concept in marketing. Brand image is the 
perception of products or brand by the consumer. It is a 
way to help companies to achieve the highest level of 
professional awareness. Digital branding use symbols to 
communicate value because they are often powerful than 
words alone .There’s a reason, in fact, a picture is worth 
a thousand words. Digitally branding a product gives a 
these invisible, abstract mental constructions easier and 
more fun. Personification of brands appeals to one’s 
imagination. The brand-as-person metaphor also makes 
understanding these invisible, abstract mental 
constructions easier and more fun. 

Digital branding helps in making the superior quality 
product. Example :-  Sony and BMW, which has 
developed a very strong brand image in the market 
because their products are known worldwide for their 
excellent quality. 

A strong brand image goes automatically with quality 
and consistency. The confidence in the customers mind 
about the quality of product is the first step in 
developing a successful brand. Digital branding 
describes the characteristics of a product in easy and 
simple way where it easily conveys its message to the 
consumers. It show various attributes like (color, shape, 
size, form) which are tangible and (guarantee, after-sale 
services) which are intangible. 

Digital branding helps in highlighting the main motto of 
product which companies want to convey to the ultimate 
consumers. Example:- COLGATE toothpaste –fluoride-
telling benefit of whitening teeth, MOOV- ‘Aah Se 
Aahaa Tak’. Digital branding add value to the product 
where it studies how human motivation goes beyond the 
psychological and emotional needs. Human being can be 
described in terms of psychographic, i.e., the 
psychological and behavioral construction. In order to 
relate well with the customers, marketers now probe 
their prospect with psychological make-up before 
developing brand and advertisement. A deeper probe 
into the reasons as to why brand is bought by the 
customers using a series of ‘why’ questions, generally, 
reveals the end states of existence that are aimed to be 
reached at. For Example, Wrinkle removing cream, 
giving value in health and fitness. 

Organizations are discovering the benefits of associating 
their brand with other images, icons, and especially 
other brands. Digital branding associations can be very 
helpful consumers in their processing their information 
about a brand. Starbucks associated with Marriott, Nike 
with Michael Jordan, McDonald’s with Disney, and 
Intel uses a distinctive audible tone to help consumers 
relate to their brands products and services. The old 
saying, “you can tell a person by the company she 
keeps” applies here. The most often forgotten driver in 
building brand equity is brand loyalty. There is nothing 
like a satisfied customer to tell a brand’s story and 
influence others. Other proprietary assets such as 

patents, trademarks, and unique attributes can be very 
helpful as well when consumers must sift through the 
clutter of choices that exists in today’s marketplace. 
Customers can be characterized by a variety of loyalty 
descriptions. On any given day, a brand will likely have 
customers in each of the four primary loyalty segments 
outlined. 

III. NEEDS AND IMPORTANCE OF 
DIGITAL BRANDING 

Digital branding is a huge industry right now, and 
several trends have emerged that, when adopted, can 
help companies boost their visibility and build a 
reputation online. Today’s problems are more complex 
and challenging than those of twenty years ago, number 
of brands were relatively lesser, and the options for a 
product category were limited. It was easier, therefore, 
to design different communications for each brand. It 
was possible to do so with the concepts like positioning. 
However, with the proliferation in the number of brands, 
it is no longer possible. Thus, there is a need for more 
refined concepts. Such a concept is the concept of brand 
identity. Thus, the first need for brand identity is 
explained by the problem of communication. 

Deal with the problems of Marketing Similarities: This 
is explained by the problem of marketing similarities. 
When a brand is created, it defines a new standard of 
brand existence. Other brand follow the suits, because 
they will be left behind otherwise. This creates me-too 
products. Hence, the need for branding acquires. 

A focus on ranking: While digital branding used to be 
primarily focused on helping customers understand a 
company, the modern version of digital branding is also 
focused on creating positive rankings. Because 
customers everywhere ranking. Because customers 
everywhere are placing increasing levels of confidence 
in Google, brands who want their digital branding 
efforts to succeed are required to put some serious 
legwork into ranking well at the same time. 

Authenticity: In these days of old-fashioned marketing, 
companies who wanted to make a splash with their 
customers turned to sales-y advertisements effort to 
optimize their content for mobile. And for good reason, 
too: as it stands now, 40% of consumers will leave 
landing pages that aren’t optimized for mobile platform. 

Scrolling: While we used to navigate web pages with the 
help of a mouse, most of today’s web content is 
designed with scrolling in mind. This allows for a 
smoother user experience and can help enhance a 
company’s branding strategy. 

Mobile optimization: In the modern digital branding 
world, the medium is the message, and more and more 
companies are taking the time and putting in the get-go 
are better prepared to build a strong customer base and a 
memorable brand. 
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Social media: Right now, more than 78% of the U.S. 
population has at least one social media profile. With 
this in mind, it’s clear why social media has become 
such a critical platform for digital branding. When 
companies begin to develop a digital branding strategy, 
social media is generally one of the first places they 
turn. 

To attract more customers:  Some customers look for a 
well-defined company, and “look and feel” may be one 
of their criteria in making a purchasing decision. Others 
are “wowed” by professional-looking materials, and the 
logo may impress them into buying. 

IV. SCOPE OF DIGITAL BRANDING 

You want your brand to stand out from the crowd , 
everyone and their pet dog are competing for your 
customers attention. A new innovative approach is 
required to build a loyal customer base and at Digital 
Scope, we use an integrative approach to ensure success 
in getting your brand recognized. Digital Scope will help 
you unleash your brand’s organic potential, through our 
in-depth brand analysis , you’ll discover your unique 
brand identity, brand value and the ‘I M Brand’ strategy 
to achieve success. 

Our company values are shaped and influenced by 
‘personal development, leadership training and 
coaching’. We assist clients in gaining a better 
understanding of their business. We intuitively and 
instinctively resonate with the life of the brand. We 
immense ourselves in the culture of the brand so that we 
are able to best serve its desired outcomes. 

Corporate branding: Each client is unique, and the 
branding of your company is the blueprint for its growth 
and viability. We work closely with our clients to ensure 
that we provide them with the knowledge, expertise and 
tools required to support them on their journey to 
discovering “what is present” and “what is missing” 
within the brand architecture, brand identity, brand 
personality and brand promise. 

Marketing consulting: Each brand has it’s own specific 
key factors that may limit or increase its potential for 
growth and profitability. We help our clients identify 
potential markets, devise clear marketing strategy, foster 
customer loyalty and retention, and generate ROI. 

Social media: We help clients identify their brand voice, 
create engagement and to authentically connect with 
their followers. Our team assists with Social Media 
Marketing , Campaign Development, Ad development 
and design. We also offer full and partial Social Media 
Management services. 

Live Streaming: We help clients monetize the “Power of 
Events” by offering high quality LIVE events streaming 
services with scalable options to broadcast an event 
anyplace, anytime…. Our LIVE event streaming service 
will empower your company to have a boundless global 
impact and reach millions of followers and customers. 

V. RESEARCH METHODOLOGY 

The research approach and knowledge have been made 
through secondary data presentation. Unstructured 
interviews have been conducted to check the reliability 
and concepts of the secondary data presentation.  

VI. LITERATURE REVIEW 

Review of literature shows the previous studies carried 
out by the researcher in this field. Previous studies are 
reviewed in order to gain insight into extent of research. 
The research problem can be more understood and made 
specific referring to theories, reports, records and other 
information made in similar studies. This will provide 
the researcher with the knowledge on what lines the 
study should proceed and serves to narrow the problem. 
The main objective of the study is to measure Brand 
Awareness of TNPL products among the people and the 
reviews are as follows: 

VII. BRAND 

A traditional definition of a brand was: “the name 
associated with one or more items in the product line, 
that is used to identify the source of character of the 
item(s)”(Kotler, 2000). 

The American Marketing Association (AMA) definition 
of a brand is “A name, term, sign, symbol , or design , or 
a combination of them, intended to identify the goods 
and services of one seller or group of sellers and to 
differentiate them from those of competitors” 

 Brand Equity (Rooney, 1995) 

Defines Brand Equity as a set of assets and liabilities 
linked to a brand’s name and symbol that adds to or 
subtracts from the value provided by a product or 
service to a customer. However, many factors can be 
attributed to the value of the brand for example 
awareness, recall and recognition. Brand equity as a 
differentiating factor that can influence consumers’ 
response to brand’s marketing activities. In an attempt to 
define the relationship between customers and brands, 
the term brand equity in the marketing literature 
emerged There have been different perspectives or 
considering brand equity; the customer-
based perspectives, the financial perspectives and 
combined perspectives. The first perspective of  brand 
equity is from a financial market’s point of view where 
the asset value of a brand is appraised (Farquhar, 1991). 
Customer-based brand equity is evaluating the 
consumer’s response to a brand name. While this study 
focus on the customer based perspectives. ( KELLER 
,1993 ) 

VIII. RECOMMENDATIONS 

Related recommended Expert member resource 

• Brand Story telling guide - This practical guide 
will help you understand the fundamentals of 

http://www.smartinsights.com/guides/brand-storytelling-guide/
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creating brand stories for PR, branding, 
advertising, sales and general marketing. 

• Guide to Digital Transformation - the latest 
thinking, research and recommendations on how to 
manage change in larger organizations to deliver 
more value from digital marketing. 

• Example digital marketing plan  - our members 
asked us for example plans - you can now 
download this example to help get an idea of how 
your plan should look. 

• RACE Digital Marketing Qualification - the first 
unit in this course gives a video introduction to the 
RACE planning process.                                          

Typical Brand Guideline Structure and Content 

Brand Overview 

• Definition – Provide an explanation of the brand 
name or wording. Where did it come from? 

• Brand Values – Reasons behind creating the 
particular brand. What does it do to improve the 
business?  

LOGO VISUAL GUIDE 

• Logo Design – Show the official logo and any 
variations of colors , black and white as well as with and 
without a strap-line, etc. if they exist 

• Correct Use – Show examples of using the logo on 
different coloured or photo backgrounds (if permitted) 

• Incorrect Use – Examples of the logo being 
adjusted away from it’s standard format, some examples 
include: 

 Change in orientation 

 Adding beveling or embossing 

 Change in logo colors 

 Cropping the lo 

 Adding glow effects 

 Adding outline effects 

 Adding drop shadow 

 Changing position or size of logo elements 

 Stretching or squeezing of the logo 

LOGO SPACING 

 Illustrate the right amount of whitespace around the 
logo. This can make a big difference to it’s appearance 
and recognition. Many people use the rule of a text 
character’s (from the logo) width and height spacing 
around the edge to give it some relation to the logo. 

Brand Colors   

List the official colours used for the logo and any 
promotional material, including the website. Colours 
should be listed in at least the following formats so that 
they appear consistent across print, screen and the web: 

• Hex – for websites 

• RGB – for TV and screen 

• CMYK – for print media 

Fonts/Typefaces  

 Branding can be strongly influenced by the use of a 
custom typeface both within the logo and on brand 
materials. It’s important you list and supply a copy of 
the typefaces that need to be used and indicate what 
options are needed on top such as bolding, kerning, etc. 
Show examples of its use in materials if possible. 

Copywriting Guide 

• Brand Name – Specify how your brand name 
should be written. With capital letter? Combine the 
words into one? Adding .com to the end? 

• Tone of Voice – This is important to relate your 
brand to the target audience. State examples of the way 
content should be written. Should it be casual and 
friendly if you are bakery or should it be professional 
and authoritative if you are a solicitors as an example. 

• General Use – Optionally include some common 
grammar and punctuation examples so that fewer 
mistakes are made and your brand is not damaged by 
poor content. 

Social Media  

 Now a very important public channel for your brand 

• Usernames – State the preferred username to use 
across all profiles. Make sure it is the same for all 
profiles where possible. Use a tool such as Know 
them to check availability 

• Company Descriptions – You may want to include 
a couple of long and short variations of company 
description so that users can work from these when 
registering new social profiles 

• Contact Details – Provide the contact details you 
wish to publish on your social profiles as you may want 
to separate out contact from social media with the 
contact through print media for example 

• Log In Details – You may wish to include the 
email address and passwords associated with your social 
media profiles or a place where employees may be able 
to find these. Only provide this information if the brand 
guidelines are going to trusted members of the 
organization! 

Website  

 Including some information about your website so that 
employees /members know more about it . This will 

http://www.smartinsights.com/guides/managing-digital-transformation-guide/
http://www.smartinsights.com/guides/digital-marketing-plan-examples/
http://www.smartinsights.com/guides/race-digital-planning-qualification/
http://knowem.com/
http://knowem.com/
http://knowem.com/


DIGITAL BRANDING 
________________________________________________________________________________________________ 

________________________________________________________________________________________________ 
JOSEPH’S JOURNAL OF MULTIDISCIPLINARY STUDIES ( JJMDS) 

St.Joseph’s Degree & PG College, King Koti, Hyderabad 
17 

help them to correctly promote your brand’s website and 
content. 

• Layout – What are the different layouts for pages 
on your site and sections like a blog or gallery. A 
consistent design will help your brand image. 

• Structure and Content – Provide an easy to read 
sitemap of all the content so that employees/members 
are aware of what information is published on their own 
website 

• Link Policy – This should explain your policy on 
linking out to other websites and rules about links to 
your own site in relation to the SEO. You could 
highlight bad link practices such as   

 Buying Links 

 Reciprocal Link or Link Exchanges 

 Duplicate Websites and Shared Content 

 Link Directory Submissions 

 Article Spinning 

Compatibility  

 Make everyone aware on which devices their website 
can be viewed. Is there a mobile version of the website? 
Does it display correctly in all desktop browsers? If not, 
these channels should be targeted to maximize your 
brands exposure 

Online Marketing Channels 

 Provide information on things like whether you 
advertise on platforms such as Google Ad Words or 
have listings on other websites. This helps 
employees/members monitor their brand advertising 
across the web 

Glossary 

 Explanations of terms relating to your products or 
services and general website terms such as URL 
structure and site map. This helps employees/members 
understand everything about your digital business and 
improve your brand through their knowledge. 

IX. LIMITATIONS OF DIGITAL 
BRANDING 

• Direct mail is often seen as “junk” mail. So if your 
marketing doesn’t stand out and appeal in just the 
right way it might find its way straight from the 
letterbox to the bin. 

• The law of 29 means you will need to do a direct 
mailing campaign many times before it has an 
effect. 

• You risk annoying your customers by plaguing 
them with regular “junk” mail campaigns. 

• Cold-calling, like junk mail, can have an unwanted 
effect as it has negative connotations. Unwanted 

calls are often dealt with harshly and you might 
risk damaging your reputation. 

• Technology is out there which is being used to 
block unwanted telemarketing calls. There is also 
legislation that needs to be abided by (Privacy and 
Electronic (EC Directive) Regulations 2003.) 

• Costs may be more expensive than other forms of 
marketing, depending on your plan. 

• Unless you are targeting a specific audience, you 
might have to push your advert across a number of 
radio and television stations to reach everyone you 
need to. 

• An obvious disadvantage of radio and television 
marketing is the temporary nature of the advert. 
Unlike print, potential customers cannot go back to 
look for your contact information. So you will need 
to run the advert many times to get the best effect. 

• Listeners/viewers may stop paying attention during 
advert breaks, which are essentially a disturbance 
to their enjoyment of the show. 

 All the above disadvantages will effect very badly and 
gives a negative impression to customers and consumers 
addicted to the brand. 

X. CONCLUSION 

 The successful completion of this article indicates that 
the future of marketing is in the hands of digital. Digital 
marketing is not only concerned with placing ads in 
portals, it consists of integrated services and integrated 
channels. Marketers want to use these components in an 
effective way to reach target groups and to build a 
brand. In this digital era marketer is not the custodian for 
a brand, people who are connected across the digital 
platforms are the custodians. Brands want to build their 
presence over digital platform, because customers have 
high affinity towards digital media than other media’s. 
More than that customers are highly information seekers 
and digital media is the only platform for two way 
communication between brands and customers. Digital 
media is the best platform to convert a product to a 
brand. Because it is more cost effective and it provide 
lot of touch points to marketer. Brands can able to 
engage their target group in an effective way through 
digital platforms. Digital media is not only for 
engagement, brands can increase their customers or they 
can retain their existing customers. Digital platforms 
help to increase the impact of brand recall in target 
groups. The research focused on the consumer buying 
behavior shows that, Indian consumers are highly 
information seeker and they will do research about a 
product before going to a retail shop. So brands want to 
give platforms to consumers to understand their product 
or to get a really feel of that brand. I honestly believe 
that this article will be most useful for marketers to 
understand the digital branding and also to plan for 
future strategies. I conclude my research by quoting 

http://adwords.google.co.uk/
http://www.legislation.gov.uk/uksi/2003/2426/contents/made
http://www.legislation.gov.uk/uksi/2003/2426/contents/made
http://www.legislation.gov.uk/uksi/2003/2426/contents/made
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again that “Brands can’t sustain without digital 
presence”. 
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Abstract : Data de-duplication is one of important data 

compression techniques for eliminating duplicate copies of 

repeating data, and has been widely used in cloud storage 

to reduce the amount of storage space and save bandwidth. 

To protect the confidentiality of sensitive data while 

supporting de-duplication, the convergent encryption 

technique has been proposed to encrypt the data before 

outsourcing. To better protect data security, this paper 

makes the first attempt to formally address the problem of 

authorized data de-duplication. Different from traditional 

de-duplication systems, the differential privileges of users 

are further considered in duplicate check besides the data 

itself. We also present several new de-duplication 

constructions supporting authorized duplicate check in a 

hybrid cloud architecture. Security analysis demonstrates 

that our scheme is secure in terms of the definitions 

specified in the proposed security model. In this paper, we 

present a scheme that permits a more fine-grained trade-

off. The intuition is that outsourced data may require 

different levels of protection, depending on how popular it 

is: content shared by many users, such as a popular song or 

video, arguably requires less protection than a personal 

document, the copy of a payslip or the draft of an un-

submitted scientific paper. As more corporate and private 

users outsource their data to cloud storage providers, 

recent data breach incidents make end-to-end encryption 

an increasingly prominent requirement. Unfortunately, 

semantically secure encryption schemes render various 

cost-effective storage optimization techniques, such as data 

de-duplication, ineffective. We present a novel idea that 

differentiates data according to their popularity. Based on 

this idea, we design an encryption scheme that guarantees 

semantic security for unpopular data and provides weaker 

security and better storage and bandwidth benefits for 

popular data. This way, data de-duplication can be 

effective for popular data, whilst semantically secure 

encryption protects unpopular content. We show that our 

scheme is secure under the Symmetric External Decisional 

Diffe-Hellman Assumption in the random oracle model. 

Keywords:Cloud, Encryption, de-duplication,  

I. INTRODUCTION 

Cloud computing is the use of computing resources 

(hardware and software) that are delivered as a service 

over a network (typically the Internet). The name comes 

from the common use of a cloud-shaped symbol as an 

abstraction for the complex infrastructure it contains in 

system diagrams. Cloud computing entrusts remote 

services with a user's data, software and computation. 

Cloud computing consists of hardware and software 

resources made available on the Internet as managed 

third-party services. [4] D.Song,E.Shi,I.Fischer, and 

U.ShankarThese services typically provide access to 

advanced software applications and high-end networks 

of server computers.  

1.1 Characteristics and Services Model 

The silent characteristics of cloud computing based on 

the definitions provided by the National Institute of 

Standards and Terminology (NIST) are outlined below 

• On-demand self-service: A consumer can 

unilaterally provision computing capabilities, such as 

server time and network storage, as needed 

automatically without requiring human interaction with 

each service’s provider.  

• Broad network access: Capabilities are available 

over the network and accessed through standard 

mechanisms that promote use by heterogeneous thin or 

thick client platforms (e.g., mobile phones, laptops, and 

PDAs).  

• Resource pooling: The provider’s computing 

resources are pooled to serve multiple consumers using 

a multi-tenant model, with different physical and virtual 

resources dynamically assigned and reassigned 

according to consumer demand. There is a sense of 

location-independence in that the customer generally has 

no control or knowledge over the exact location of the 

provided resources but may be able to specify location at 

a higher level of abstraction (e.g., country, state, or data 

center). Examples of resources include storage, 

processing, memory, network bandwidth, and virtual 

machines.  

• Rapid elasticity: Capabilities can be rapidly and 

elastically provisioned, in some cases automatically, to 

quickly scale out and rapidly released to quickly scale 

in. To the consumer, the capabilities available for 

provisioning often appear to be unlimited and can be 

purchased in any quantity at any time.  

• Measured service: Cloud systems automatically 

control and optimize resource use by leveraging a 

metering capability at some level of abstraction 

appropriate to the type of service (e.g., storage, 

processing, bandwidth, and active user accounts). 

Resource usage can be managed, controlled, and 

reported providing transparency for both the provider 

and consumer of the utilized service.  
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1.3 Benefits of cloud computing 
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the audit performance. Our experiments clearly 

demonstrated that our approaches only introduce a small 

amount of computation and communication overheads. 

Therefore, our solution can be treated as a new 

candidate for data integrity verification in outsourcing 

data storage systems. As part of future work, we would 

extend our work to explore more effective CPDP 

constructions. First, from our experiments we found that 

the performance of CPDP scheme, especially for large 

files, is affected by the bilinear mapping operations due 

to its high complexity. To solve this problem, RSA 

based constructions may be a better choice, but this is 

still a challenging task because the existing RSA based 

schemes have too many restrictions on the performance 

and security. 

Next, from a practical point of view, we still need to 

address some issues about integrating our CPDP scheme 

smoothly with existing systems, for example, how to 

match index hash hierarchy with HDFS’s two-layer 

name space, how to match index structure with cluster-

network model, and how to dynamically update the 

CPDP parameters according to HDFS’ specific 

requirements.Finally, it is still a challenging problem for 

the generation of tags with the length irrelevant to the 

size of data blocks. We would explore such a issue to 

provide the support of variable-length block verification. 

2.1 Overview of Integrity Verification and 

Availability Techniques 

Integrity verification should be made by clients to assure 

that their data has been properly stored and maintained 

in third party server. The availability and provability of 

data is provided by multi-cloud concept. The overview 

of various Provable Data Possession and Proof of 

Retrievability techniques are summarized as follows. 

2.2 Space-Efficient Block Storage Integrity 

It provide block-level integrity in encrypted storage 

systems [13] (i.e.),client detect the modification of data 

blocks in un trusted storage server. This neither change 

the block size nor the number of sectors accessed in 

modern storage systems. A trusted client component 

maintains state to authenticate blocks returned by the 

storage server for minimizing the size of state. Basic 

block integrity that exhibits a tradeoff between the level 

of security and the additional client’s storage overhead, 

and evaluations requires an average of only 0.01 bytes 

per 1024-byte block. Due to the length- preserving 

requirements for cryptographic blocks, it is not possible 

to add information to each block (e.g., a MAC) [14] to 

detect its modification. In I/O applications, it is 

undesirable to put these MACs in separate blocks also 

stored at the service, which would require the retrieval 

of two blocks (one of data, one of MACs) on the critical 

path of client read operation. 

2.3 Provable Data possession 

A cooperative PDP (CPDP) scheme without 

compromising data privacy based on modern 

cryptographic techniques, such as interactive proof 

system (IPS). Further introduce an effective construction 

of CPDP scheme using above-mentioned structure. 

Moreover, To give a security analysis of our CPDP 

scheme from the IPS model. Prove that this construction 

is a multi-prover zero-knowledge proof system (MP-

ZKPS) which has completeness, knowledge soundness, 

and zero-knowledge properties. These properties ensure 

that CPDP scheme can implement the security against 

data leakage attack and tag forgery attack. 

To improve the system performance with respect to our 

scheme, Toanalyze the performance of probabilistic 

queries for detecting abnormal situations. This 

probabilistic method also has an inherent benefit in 

reducing computation and communication 

overheads.Provable Data Possession at untrusted Stores 

Giuseppe Ateniese [8] et all introduce a model which 

based on provable data possession (PDP) [10]. This is 

used for Verifying that server is processing the original 

data without retrieving it. In this model probablistic 

proof of possession is generated by sampling random 

sets of blocks from the server. This helps to reduces I/O 

cost. 

 

Fig. 2: Provable Data Possession at Untrusted Stores. 

As shown in Fig client maintains a constant amount of 

metadata to verify the proof. The challenge/response 

protocol transmits a small, constant amount of data, 

which minimizes network communication. DP model for 

remote data checking supports large data sets in widely-

distributed storage systems. A key component of this 

mechanism is the homomorphic verifiable tags. As 

shown in Fig client maintains a constant amount of 

metadata to verify the proof.  

2.4 Privacy Preserving Public Auditing 

C.Cong Q Wang And D.Boneh,c.centry[1] [11] and[12] 

Proposed Privacy Preserving Public Auditing technique. 

In this technique public auditing allows TPA along with 

user to check the integrity of the outsourced data stored 

on a cloud & Privacy Preserving allows TPA to do 

auditing without requesting data. Here TPA can audit 

the data by maintaining cloud data privacy. They have 

used the homomorphic linear authenticator and random 

masking to guarantee that the TPA would not learn any 

knowledge about the data content stored on the cloud 
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server during the efficient auditing process, which not 

only eliminates the burden of cloud user from the 

tedious and possibly expensive auditing task, but also 

prevent the users from fear of the outsourced data 

leakage. 

2.5 LT Codes-based Secure and Reliable Cloud 

Storage Service 

Ning Cao[5][16] et all explore the problem of secure and 

cloud storage with the efficiency consideration of both 

data repair and data retrieval, and design a LT codes 

based cloud storage service (LTCS). LTCS provides 

efficient data retrieval for data users by utilizing the fast 

Belief Propagation decoding algorithm, and releases the 

data owner from the burden of being online by enabling 

public data integrity check and employing exact repair. 

LTCS is much faster data retrieval than the erasure 

codes based solutions. It introduces less storage cost, 

much faster data retrieval, and comparable 

communication cost comparing to network coding-based 

storage services. 

2.6 Privacy-Preserving Public Auditing for 

Shared Data in the Cloud 

Boyang Wang et [22]all proposed Oruta, the first 

privacy preserving public auditing mechanism for 

shared data in the cloud in .They have used ring 

signatures to construct homomorphic authenticators, so 

the TPA is able to audit the integrity of shared data, 

without retrieving the entire data. They have used HARS 

and its properties for constructing Oruta. 

III. PROPOSED METHOD 

To support distributed cloud storage, illustrate a 

representative architecture used in our cooperative PDP 

scheme as shown in Figure Our architecture has a 

hierarchy structure which resembles a natural 

representation of file storage 

Step1:  

• Express Layer: offers an abstract representation 

of the stored    resources. 

• Service Layer: offers and manages cloud storage 

services 

• Storage Layer: realizes data storage on many 

physical devices. 

Step2:  

We make use of this simple hierarchy to organize data 

blocks from multiple CSP services into a large size file 

by shading their differences among these cloud storage 

systems. 

Step 3: 

For example, In Figure the resources in Express Layer 

are split and stored into three CSPs, that are indicated by 

different colors, in Service Layer. In turn, each CSP 

fragments and stores the assigned data into the storage 

servers in Storage Layer.  

 

Fig: 3. Hash Index Hierarchy of CPDP Model. 

Step 4 

In turn, each CSP fragments and stores the assigned data 

into the storage servers in Storage Layer. In storage 

layer, we define a common fragment structure that 

provides probabilistic verification of data integrity for 

outsourced storage. 

Step 5  

An instance of this structure is shown in storage layer of 

Figure an outsourced file � is split into � blocks {�1,2, 

⋅⋅⋅ ,��}, and each block �� is split into sectors 

{��,1,��,2, ⋅⋅⋅ ,��,�}. 

Step 6 

The fragment structure consists of � block-tag pair (��, 

��), where�� is a signature tag of block �� generated by 

a set of secrets � = (�1, �2, ⋅⋅⋅ ,). 	
∈� 

	
(�(
), �(
)) ←→ 〉 

(�
, �)={ 1� = {(
)} is intact 

                0   � = {(
)} is changed} (1)  

where each 	
 takes as input a file �(
) and a set of tags 

�(
), and a public key �
 and a set of public parameters 

� are the common input between 	and .A trivial way 

to realize the CPDP is to check the data stored in each 

cloud one by one, i.e., ⋀	
∈p (⟨	
(�(
), �(
)) ←→ 

⟩(�
, �), Where ⋀ denotes the logical AND operations 

among the Boolean outputs of all protocols ⟨	
, ⟩.In 

order to check the data integrity, the fragment structure 

implements probabilistic verification as follows given a 

random chosen challenge (or query) � = {(� , ��)}�∈��, 

where� is a subset of the block indices and �� is a 

random coefficient.  

 



A Hybrid Cloud Approach For Secure Authorized De-Duplication 

________________________________________________________________________________________________ 

 

________________________________________________________________________________________________ 

JOSEPH’S JOURNAL OF MULTIDISCIPLINARY STUDIES ( JJMDS) 

St.Joseph’s Degree & PG College, King Koti, Hyderabad 

23 

3.1 System Model  

The system model in this paper involves three parties: 

the cloud server, a group of users and a public verifier. 

There are two types of users in a group: the original user 

and a number of group users. The original user initially 

creates shared data in the cloud, and shares it with group 

users. Both the original user and group users are 

members of the group.  

Every member of the group is allowed to access and 

modify shared data. Shared data and its verification 

metadata (i.e., signatures) ] B. Wang, B. Li, and H. Li, 

[17] are both stored in the cloud server. A public 

verifier, such as a third party auditor providing expert 

data auditing services or a data user outside the group 

intending to utilize shared data, is able to publicly verify 

the integrity of shared data stored in the cloud server. 

When a public verifier wishes to check the integrity of 

shared data, it first sends an auditing challenge to the 

cloud server. After receiving the auditing challenge, the 

Fig. 1. Alice and Bob share a data file in the cloud, and a 

public verifier audits shared data integrity with existing 

mechanisms. 

• Comparison Among Different Mechanisms 

 Our system model includes the cloud server, a group of 

users and Oruta stands for “One Ring to Rule Them 

All.” [18] a public verifier, cloud server responds to the 

public verifier with an auditing proof of the possession 

of shared data. Then, this public verifier checks the 

correctness of the entire data by verifying the 

correctness of the auditing proof. Essentially, the 

process of public auditing is a challenge and- response 

protocol between a public verifier and the cloud server. 

3.2 Threat Model 

3.2.1 Integrity Threats 

Two kinds of threats related to the integrity of shared 

data are possible. First, an adversary may try to corrupt 

the integrity of shared data. Second, the cloud service 

provider may inadvertently corrupt (or even remove) 

data in its storage due to hardware failures and human 

errors. Making matters worse, the cloud service provider 

is economically motivated, which means it may be 

reluctant to inform users about such corruption of data in 

order to save its reputation and avoid losing profits of its 

services. Privacy Threats. The identity of the signer on 

each block in shared data is private and confidential to 

the group. During the process of auditing, a public 

verifier, who is only allowed to verify the correctness of 

shared data integrity, may try to reveal the identity of the 

sign on each block in shared data based on verification 

metadata. Once the public verifier reveals the identity of 

the signer on each block, it can easily distinguish a high-

value target (a particular user in the group or a special 

block in shared data) from others. 

 

3.2 Technique (ORUTA) 

 To enable the TPA efficiently and securely verify 

shared data for a group of users, Oruta should be 

designed to achieve following properties: 

• Public Auditing: The third party auditor is able 

to verify the integrity of shared data for a group of users 

without retrieving the entire data. 

• Correctness: The third party auditor is able to 

correctly detect whether there is any corrupted block in 

shared data. 

• Un forge ability: Only a user in the group can 

generate valid verification information on shared data. 

• Identity Privacy: During auditing, the TPA 

cannot distinguish the identity of the signer on each 

block in shared data. 

1.3 Possible Alternative Approaches 

To preserve the identity of the signer on each block 

during public auditing, one possible alternative approach 

is to ask all the users of the group to share a global 

private key. Then, every user is able to sign blocks with 

this global private key[20]. However, once one user of 

the group is compromised or leaving the group, a new 

global private key must be generated and securely 

shared among the rest of the group, which clearly 

introduces huge overhead to users in terms of key 

management and key distribution. While in our solution, 

each user in the rest of the group can still utilize its own 

private key for computing verification metadata without 

generating or sharing any new secret keys.  

Another possible approach to achieve identity privacy is 

to add a trusted proxy between a group of users and the 

cloud in the system model. More concretely, each 

member’s data is collected, signed, and uploaded to the 

cloud by this trusted proxy, then a public verifier can 

only verify and learn that it is the proxy signs the data, 

but cannot learn the identities of group members. Yet, 

the security of this method is threatened by the single 

point failure of the proxy. Besides, sometimes, not all 

the group members would like to trust the same proxy 

for generating signatures and uploading data on their 

behalf. Utilizing group signatures is also an alternative 

option to preserve identity privacy.  

Unfortunately, as shown in our recent work how to 

design an efficient public auditing mechanism based on 

group signatures remains open.2 Trusted Computing 

offers another possible alternative approach to achieve 

the design objectives of our mechanism. Specifically, by 

utilizing direct anonymous attestation which is adopted 

by the Trusted Computing Group as the anonymous 

method for remote authentication in trusted platform 

module, users are able to preserve their identity privacy 

on shared data from a public verifier. The main problem 

with this approach is that it requires all the users using 

designed hardware, and needs the cloud provider to 
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move all the existing cloud services to the trusted 

computing environment, which would be costly and 

impractical. 

3.4 Ring Signatures 

The concept of ring signatures was first proposed by 

Rivets in 2001[6] [21]R. Rivest, A. Shamir, and L. 

Adelman. With ring signatures, a verifier is convinced 

that a signature is computed using one of group 

members’ private keys, but the verifier is not able to 

determine which one. More concretely, given a ring 

signature and a group of d users, a verifier cannot 

distinguish the signer’s identity with a probability more 

than 1=d. This property can be used to preserve the 

identity of the signer from a verifier. The ring signature 

scheme introduced by (referred to as BGLS in this 

paper) is constructed on bilinear maps. We will extend 

this ring signature scheme to construct our public 

auditing mechanism. 

3.5 New Ring Signature Scheme (Overview) 

As introduced in previous sections, we intend to utilize 

ring signatures to hide the identity of the signer on each 

block, so that private and sensitive information of the 

group is not disclosed to public verifiers. However, 

traditional ring signatures cannot be directly used into 

public auditing mechanisms [19], because these ring 

signature schemes do not support lockless verifiability. 

Without block less verifiability, a public verifier has to 

download the whole data file to verify the correctness of 

shared data, which consumes excessive bandwidth and 

takes very long verification times. Therefore, we design 

a new homomorphic authenticable ring signature 

(HARS) scheme, which is extended from a classic ring 

signature scheme. The ring signatures generated by 

HARS are not only able to preserve identity privacy but 

also able to support block less verifiability. We will 

show how to build the privacy-preserving public 

auditing mechanism for shared data in the cloud based 

on this new ring signature scheme. 

In 2001,A ring signature scheme was proposed by 

Rivest, Shamir, Tauman. 

The signature scheme convinces a verifier that a 

document has been signed by one of n independent 

signers. 

• A signer can connect the head and tail of the 

series of values by using own secret key. 

• A verifier computes series of values from the 

message and members’ public keys, and checks that a 

signature has a ring structure. 

• Anyone cannot distinguish a part of the signature 

which is used secret key. 

3.6 Homomorphic Authenticators 

Homomorphic authenticators (also called homomorphic 

verifiable tags) are basic tools to construct public 

auditing mechanisms Besides un forgeability (i.e., only a 

user with a private key can generate valid signatures), a 

homomorphic authenticable signature scheme, which 

denotes a homomorphic authenticator based on 

signatures[9] H. Shacham and B. Waters, “.Block less 

verifiability allows a verifier to audit the correctness of 

data stored in the cloud server with a special block, 

which is a linear combination of all the blocks in data. If 

the integrity of the combined block is correct, then the 

verifier believes that the integrity of the entire data is 

correct. In this way, the verifier does not need to 

download all the blocks to check the integrity of data. 

Non-malleability indicates that an adversary cannot 

generate valid signatures on arbitrary blocks by linearly 

combining existing signatures. 

3.7 RSA with Holomorphic Encryption 

Homomorphic Encryption systems are used to perform 

operations on encrypted data without knowing the 

private key (without decryption), B. Chen, R. 

Curtmola[13], the client is the only holder of the secret 

key. Homomorphic verifiable response is the key 

technique of CPDP because it not only reduces the 

communication bandwidth. In this technique we are 

using RSA. 

RSA Algorithm 

Step 1: RSA is a block cipher in which the plain text 

and cipher text are integers between 0and n-1 for some 

n. encryption and decryption are of the following form 

period for some plain text block M and cipher block c. 

Step2:  C=     mod n 

M=    mod n= (   )d mod n=      mod n. both sender and 

receiver knows the values of d. This is public key 

encryption algorithm with a public key of KU= {e,n} 

and private key of KR={d,n}. 

Step 3: It is possible to find values of e,d,n such that M 

ed mod n=M for all M<n. It is relatively easy to 

calculate     and     for all values of M<n. it is infeasible 

to determine d given e and n. 

 

Fig. 4: RSA Algorithm. 
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Step 5 :Suppose we have two ciphers C1 and C2 such 

that  

C1 = m1e mod n  

C2 = m2e mod n  

C1.C2 = m1em2e mod n = (m1m2)e mod n  

RSA cryptosystem realize the properties of the 

multiplicative Homomorphic encryption, but it still has a 

lack of security, because if we assume that two ciphers 

C1, C2 corresponding respectively to the messages m1, 

m2, so  

C1 = m1e mod n  

C2 = m2e mod n  

Step 6: The client sends the pair (C1, C2) to the Cloud 

server, the server will perform the calculations requested 

by the client and sends the encrypted result (C1 × C2) to 

the client.  

IV. RESULTS AND DISCUSSION 

The paper proposing a method consist of 6 modules to 

accomplish the task. 

• Module1 (Cloud User) 

The Cloud User who have a large amount of data to be 

stored in multiple clouds and have the permissions to 

access and manipulate stored data. The User’s Data is 

converted into data blocks The data block is uploaded to 

the cloud. The TPA views the data blocks and Uploaded 

in multi cloud. The user can update the uploaded data. If 

the user wants to download their files, the data’s in multi 

cloud is integrated and downloaded. 

• Module2 (Owner Registration) 

In this module an owner has to upload its files in a cloud 

server, he/she should register first. Then only he/she can 

be able to do it. For that he needs to fill the details in the 

registration form. These details are maintained in a 

database. 

• Module 3(Owner Login) 

In this module, any of the above mentioned person have 

to login, they should login by giving their email id and 

password. 

• Module4 (Third Party Auditor Registration) 

In this module if a third party auditor TPA (maintainer 

of clouds) wants to do some cloud offer, they should 

register first. Here we are doing like, this system allows 

only three cloud service providers. 

• Module 5(Data Sharing) 

Consider how to audit the integrity of shared data in the 

cloud with static groups. It means the group is pre-

defined before shared data is created in the cloud and the 

membership of users in the group is not changed during 

data sharing. The original user is responsible for 

deciding who is able to share her data before 

outsourcing data to the cloud.Another interesting 

problem is how to audit the integrity of shared data in 

the cloud with dynamic groups a new user can be added 

into the group and an existing group member can be 

revoked during data sharing while still preserving 

identity privacy 

• Module6 (Third Party Auditor) 

Trusted Third Party (TTP) who is trusted to store 

verification parameters and offten publics query services 

for these parameters. In our system the Trusted Third 

Party, view the user data blocks and uploaded to the 

distributed cloud. In distributed cloud environment each 

cloud has user data blocks. If any modification tried by 

cloud owner a alert is send to the Trusted Third Party. 

4.1 System Architecture 

The paper “Oruta-Privacy preserving public Auditing 

for Shared Data in the Cloud” is based on the following 

architecture.  

 

Fig. 5: Homepage. 

 

Fig. 6: Admin login. 
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Fig.7:  De-duplication process. 

 

Fig. 8: Process of de-duplication. 

9.6 Group manager File Upload Application

 

Fig.9: Final result. 

V. CONCLUSION 

In this propose oruta, a privacy-preserving public 

auditing mechanism for shared data and de-duplication 

of data in the cloud. We utilize ring signatures to 

construct homomorphic authenticators, so that a public 

verifier is able to audit shared data integrity without 

retrieving the entire data, yet it cannot distinguish who is 

the signer on each block. To the best of our knowledge, 

designing an efficient public auditing mechanism with 

the capabilities of preserving identity privacy and 

supporting traceability is still open. Another problem for 

our future work is how to prove data freshness (prove 

the cloud possesses the latest version of shared data) 

while still preserving identity privacy. 

REFERENCES 

[1]   B. Wang, B. Li, and H. Li, “Oruta: Privacy-

Preserving Public Auditing for Shared Data in the 

Cloud,” Proc. IEEE Fifth Int’l Conf. Cloud 

Computing, pp. 295-302, 2012. 

[2]  M. Armbrust, A. Fox, R. Griffith, A.D. Joseph, 

R.H. Katz, A. Konwinski, G. Lee,D.A. Patterson, 

A. Rabkin, I. Stoica, and M. Zaharia, “A View of 

Cloud Computing,”Comm. ACM, vol.53, no.4, 

pp.50-58, Apr.2010. 

[3]   K. Ren, C. Wang, and Q. Wang, “Security 

Challenges for the Public Cloud,” IEEE Internet 

Computing, vol. 16, no. 1, pp. 69-73, 2012. 

[4]  D.Song, E.Shi, I.Fischer, and U.Shankar, “Cloud 

Data Protection for the Masses,” Computer, 

vol.45, no.1, pp.39-45, 2012.[5] B. Wang, M. Li, 

S.S. Chow, and H. Li, “Computing Encrypted 

Cloud Data Efficiently under Multiple Keys,” 

Proc. IEEE Conf. Comm. and Network Security 

(CNS ’13), pp. 90-99,2013. 

[6]  R. Rivest, A. Shamir, and L. Adleman, “A 

Method for Obtaining Digital Signatures and 

Public Key Cryptosystems,” Comm. ACM, vol. 

21, no. 2, pp. 120-126, 1978. 

[7]  The MD5 Message-Digest Algorithm 

(RFC1321). https://tools. 

ietf.org/html/rfc1321,2014. 

[8]  G. Ateniese, R. Burns, R. Curtmola, J. Herring, 

L. Kissner, Z. Peterson, and D. Song, “Provable 

Data Possession at Untrusted Stores,” Proc. 14th 

ACM Conf. Computer and Comm. 

Security(CCS’07),pp.598-610,2007. 

[9]  H. Shacham and B. Waters, “Compact Proofs of 

Retrievability,” Proc. 14th Int’l Conf. Theory and 

Application of Cryptology and Information 

Security: Advances in Cryptology 

(ASIACRYPT’08), pp.90-107,2008 

[10]  C. Erway, A. Kupcu, C. Papamanthou, and R. 

Tamassia, “Dynamic Provable Data Possession,” 

Proc. 16th ACM Conf. Computer and Comm. 

Security (CCS’09), pp. 213-222,2009 

[11]  Q. Wang, C. Wang, J. Li, K. Ren, and W. Lou, 

“Enabling Public Verifiability and Data Dynamic 

for Storage Security in Cloud Computing,” Proc. 

14th European Conf. Research in Computer 

Security (ESORICS’09), pp. 355-370, 2009. 



A Hybrid Cloud Approach For Secure Authorized De-Duplication 

________________________________________________________________________________________________ 

 

________________________________________________________________________________________________ 

JOSEPH’S JOURNAL OF MULTIDISCIPLINARY STUDIES ( JJMDS) 

St.Joseph’s Degree & PG College, King Koti, Hyderabad 

27 

[12]  C. Wang, Q. Wang, K. Ren, and W. Lou, 

“Ensuring Data Storage Security in Cloud 

Computing,” Proc. 17th Int’l Workshop Quality 

of Service (IWQoS’09), pp. 1-9, 2009. 

[13] B. Chen, R. Curtmola, G. Ateniese, and R. Burns, 

“Remote Data Checking for Network Coding-

Based Distributed Storage Systems,” Proc. ACM 

Workshop Cloud Computing Security Workshop 

(CCSW’10), pp. 31-42, 2010. 

[14]  Y. Zhu, H. Wang, Z. Hu, G.-J.Ahn, H. Hu, and 

S.S Yau, “Dynamic Audit Services for Integrity 

Verification of Outsourced Storages in Clouds,” 

Proc. ACM Symp. Applied Computing 

(SAC’11), pp.1550-1557, 201. 

[15]  Y. Zhu, H. Wang, Z. Hu, G.-J. Ann, H. Hu, and 

S.S Yau, “Dynamic Audit Services for Integrity 

Verification of Outsourced Storages in Clouds,” 

Proc. ACM Symp. Applied Computing 

(SAC’11), pp.1550-1557, 2011. 

[16]  N. Cao, S. Yu, Z. Yang, W. Lou, and Y.T. Hou, 

“LT Codes-Based Secure and Reliable Cloud 

Storage Service,” Proc. IEEE INFOCOM, 2012. 

[17]  B. Wang, B. Li, and H. Li, “Certificate less 

Public Auditing for Data Integrity in the Cloud,” 

Proc. IEEE Conf. Comm. And Network Security 

(CNS’13), pp. 276-284, 2013. 

[18]  C. Wang, S.S. Chow, Q. Wang, K. Ren, and W. 

Lou, “Privacy-Preserving Public Auditing for 

Secure Cloud Storage,” IEEE Trans. 

Computers, vol. 62, no. 2, pp. 362-375, Feb. 

2013. 

[19]    B. Wang, B. Li, and H. Li, “Public Auditing for 

Shared Data with Efficient User    Revocation in 

the Cloud,” Proc. IEEE INFOCOM, pp. 2904-

2912, 2013. 

[20] B. Wang, B. Li, and H. Li, “Panda: Public 

Auditing for Shared Data with Efficient User 

Revocation in the Cloud,” IEEE Trans. Services 

Computing,20, Dec, 20.13.,  

��� 



A Study on Mobile Marketing and its impact on Consumer Buying Behavior 

________________________________________________________________________________________________ 

 

________________________________________________________________________________________________ 

JOSEPH’S JOURNAL OF MULTIDISCIPLINARY STUDIES ( JJMDS) 

St.Joseph’s Degree & PG College, King Koti, Hyderabad 

28 

 

A Study on Mobile Marketing and its impact on Consumer Buying 

Behavior 
 

Tiljy Thomas 

Lecturer, Department of Commerce St. Francis Junior College for Women, Secunderabad 

Email: Tilgy11@gmail.com 

 

Abstract-  In recent trends, the main medium of 

communication is through mobile phones, especially smart 

phones. Indian mobile market is one of the fastest growing 

markets due to the increase in the number of middle-

income consumers. This has made the marketers to use the 

method of  mobile marketing as one of the best platforms 

for advertising, brand awareness, promotions and reaching 

the customers in a way that have much bigger impact than 

the conventional method of marketing communication. 

Marketing activities conducted via mobile devices enable 

companies to directly communicate with potential 

customers by overcoming the barriers of time and 

geographical location. Thus, research on mobile 

advertising would impact greatly on the way business is 

done. This study aims to explore the impact of mobile 

marketing on the buying behavior of customers. A total of 

100 valid responses were received from a survey in 

Hyderabad city. The results revealed that there exists a 

positive relationship between the attributes of customers 

using mobile phones and their behavioural intentions. 

Keywords: Attributes of customers, Buying behavior , 

Mobile Marketing,  Mobile Phones. 

I. INTRODUCTION 

India is the place, where every year new mobile users 

are entering into this segment which is very bright 

opportunity for marketers to market their products 

through mobile marketing as customer carries their 

mobiles everywhere to access anything anytime. 

Mobile marketing has been considered a new form of 

marketing and provided new opportunities for 

companies to do businesses. Marketing activities 

conducted via mobile devices enable advertisers to 

directly communicate with potential customers in a fast 

speed and regardless the geographical location at lower 

cost as compared to the traditional marketing 

promotion. 

Customers are to be reached by various channels but in 

today’s world mobile marketing communication is the 

one which reaches more end customers. Marketing of 

the product is done for creating a positive impression of 

the brand, for better brand recall, to increase sales and to 

generate awareness marketers should take into account 

consumers’ needs for security and privacy when 

designing a marketing plan. The marketers should 

maintain a balance between engaging consumers in 

their marketing mix and achieving the objectives of 

their marketing plan. In order to achieve this objective, 

the marketers must understand the factors, such as 

incentives and consumer attitudes, which affect 

consumer acceptance of advertisements via mobile 

phone. 

Mobile marketing is marketing on or with a mobile 

device, such as a smart phone. Mobile marketing can 

provide customers with time and location sensitive, 

personalized information that promotes goods, services 

and ideas. According to Altuna and Konuk (2009), 

Plavini and Durgesh (2011), mobile marketing is 

referred to as the use of wireless technology to provide 

an integrated content regarding a product or a service to 

the intended customers in a direct manner. Carter 

(2008) defined mobile marketing in a different way, 

i.e.“the systematic planning, implementing and control 

of a mix of business activities intended to bring together 

buyers and sellers for the mutually advantageous 

exchange or transfer of products” In this case, the 

key contact point with the intended consumers is their 

mobile phones. 

II. OBJECTIVES OF THE STUDY 

1. To determine the buying behavior and attitude of 

people towards mobile marketing. 

2. To identify the facilitating and limiting factors 

associated with mobile marketing 

communication. 

3. To understand the consumer acceptance level 

across different verticals based on the 

demographics for    mobile marketing 

communication. 

III. IMPORTANCE OF THE STUDY 

In the modern era, mobile marketing has gained its 

importance in India. Therefore to increase the sales of 

products & services, marketers adopted this new form 

of marketing strategy. Although many research studies 

have been conducted world- wide to examine consumer 

attitudes towards a product or service, there has been 

insufficient research on customer attitudes towards 

mobile marketing, especially in India. This research 

study aims at exploring the impact of mobile marketing 

on consumer buying behavior. This is significant as 

there has not many similar studies on this field of 

marketing. The findings provide better insights to 
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companies on how to use mobile phones as one of the 

powerful tool to market their products. 

IV. REVIEW OF LITERATURE 

Dr. Shalini Nath Tripathi wrote a research paper on 

“Investigating the impact of mobile marketing in the 

current Indian scenario and proposing Customerization 

as a solution”. According to this report customerization 

is very important and solves many customers negative 

thinking of mobile marketing. This also helps in getting 

better responsiveness from the customer hence helping 

companies. This is an important lesson for the 

companies as the focus on the mass marketing approach 

like mass mobile advertisements which might not satisfy 

many consumers needs hence customerization is 

important. The solution to this problem that is using 

software to customerize the mobile marketing 

approaches. The software can keep track of the likes and 

dislikes of the Consumer (CRM). 

Karthikeyan and Balamurugan, conducted a study on 

“Mobile Marketing: Examining the impact of Interest, 

Individual attention, Problem faced and consumer’s atti-

tude on intention to purchase”. The study was directed 

with the aim to study the perception of the mobile users 

towards mobile marketing and check its influence i.e. 

mobile marketing mainly mobile advertising influence 

on the mobile users with respect to purchase decision. 

The study concludes that with the type of mobile 

advertising the purchase decision varies. 

Thurner, 2008; Altuna and Konuk, (2009): 

Research  has  shown  that  m-marketing  can  be  

integrated  with  traditional  marketing instruments  to  

promote  products  and  services  of  brands,  and  thus  

such  combination  of marketing tools will be able to 

improve the effectiveness and efficiency of the total 

marketing plan. Mobile devices have been considered 

one of the optimal options for communicating marketing  

information  for  the  following  reason.  Apart  from  

being  cost  effective  and providing easy access to the 

target segmentation of consumers most of customers 

carry their mobile phones nearly 24 hours per day.  

Friedrich et al. (2009).Apart from reducing the gap 

caused by time, distance, convenience, costless 

transportation and interactive channel of 

communication, customized information is another 

special feature which makes mobile marketing (m-

marketing) emerge as an important and innovative 

marketing tool.  

According to a survey conducted Airwide Solutions (a 

company provided mobile infrastructure and 

applications services); many advertisers are ready to 

invest in m-marketing. This survey has been conducted 

among 50 international brands, and the findings 

revealed that the number of brands looking to spend a 

greater proportion of their marketing budget on mobile 

campaigns in the future has been increased. About 71% 

of respondents would spend up to 10% of their budget 

on m-marketing. 

V. RESEARCH METHODOLOGY 

Research Design   

The research is basically focused on the understanding 

of the consumer attitudes among mobile ads and their 

behavioral intentions. This research is a quantitative 

research and it is normally conducted with a 

questionnaire. The quantitative data is based on meaning 

derived from the collected data and analysis is 

performed through the use of statistical tools(Correlation 

using SPSS).  

The research is based upon primary data as the 

secondary data alone could not help to achieve the 

research objectives.  

Data collection   

The data collected for the study include both primary 

data and secondary data. The secondary data collected 

include the review of literature regarding studies made 

on the same topic.  

The data collection method is a structured survey 

includes (i) designing the survey tool (questionnaire), 

and (ii) distributing the questionnaire to potential 

respondents via electronic media (through Facebook) 

and in person. A pilot study has been conducted with 

100 respondents.  

Sampling   

Convenient samples have been used to select the 

samples, based on accessibility and availability of the 

respondents. Both male and female participants have 

been selected to avoid gender imbalance.  One of the 

requirements to participate in this survey was that the 

participant must have a mobile from and reside in the 

area of twin cities.  

VI. DATA ANALYSIS 

The tools used for the analysis of the study include 

SPSS (Statistical package for social studies). SPSS has 

been used to analyze quantitative data asked in 

demographic questions, behavior related questions, 

attitude related questions.   

The factors considered for behavioral intension are: 

 i)Interest and acceptability. 

ii)Active involvement and usage. 

iii)Security and privacy concerns. 

iv)Prefer internet via mobile phone 

Correlation analysis has been conducted to test the 

relation between above factors and various demographic 

attributes of consumers. 
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Descriptive Statistics 

 Mean Std. Deviation N 

Factors 2.14 1.101 100 

Gender 1.27 .446 100 

 

Correlations 

  Factors Gender 

Factors Pearson 

Correlation 
1 .046 

Sig. (2-tailed)  .652 

N 100 100 

Gender Pearson 

Correlation 
.046 1 

Sig. (2-tailed) .652  

N 100 100 

 

Since sig(2-tailed) is greater than 0.05,  there is no 

correlation between gender and consumer buying 

behaviour on mobile marketing. 

Descriptive Statistics 

 Mean Std. Deviation N 

Factors 2.14 1.101 100 

Age 1.75 .957 100 

 

Correlations 

  Factors Age 

Factors Pearson Correlation 1 .225
*
 

Sig. (2-tailed)  .024 

N 100 100 

Age Pearson Correlation .225
*
 1 

Sig. (2-tailed) .024  

N 100 100 

*. Correlation is significant at the 0.05 level (2-

tailed). 

Since sig(2-tailed) is less than 0.05,  there is correlation 

between age and consumer buying behaviour on mobile 

marketing. 

Descriptive Statistics 

 Mean Std. Deviation N 

Factors 2.14 1.101 100 

Profession 1.75 .947 100 

Correlations 

  Factors Profession 

Factors Pearson 

Correlation 
1 .199

*
 

Sig. (2-tailed)  .048 

N 100 100 

Profession Pearson 

Correlation 
.199

*
 1 

Sig. (2-tailed) .048  

N 100 100 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Since sig(2-tailed) is less than 0.05,  there is correlation 

between profession and consumer buying behaviour on 

mobile marketing. 

VII. LIMITATIONS 

• The main issue in this study is that this 

research project only focused on the attitudes towards 

mobile marketing in general. It did not include specific 

product categories as one of the variables which may 

affect the attitudes of customers towards such products 

and mobile advertisements. 

• The data is collected on the basis of 

convenience sampling so the result can be optimized by 

including more sample from the city. If the scale for 

measuring the attitudes is, i.e.is exclusively developed 

for analyzing the attitudes towards mobile 

advertisements in the near future, the results may be 

generalized to the whole population in the city. 

VIII. CONCLUSION 

The result reveals that there is a significant positive 

relationship between consumer attitudes and behavioural 

intentions for the sample. It means the more the 

consumers’ attitudes are positive toward the mobile 

marketing, the more affirmative are their behavioral 

intentions. The answers to the research questions are as 

follows:   

a.  The customer attributes tend to be positive for all 

the   four factors. Hence, we can say that the 

consumer attitudes towards mobile marketing are 

positive.  

b.  according to the study, gender of the consumer 

does not have impact on mobile marketing. 

c.  As there is a correlation between the age group 

and profession of the consumers towards mobile 

marketing. Hence this becomes limiting factor for 

the marketers. 

d.  The study revealed that interest and usage of the 

product has an impact on consumer buying 

behavior. 

e.  As expected before conducting the research 

project, there is a direct co-relation between 

customer attitudes and their behavioral intentions 

regarding mobile advertisements. 

Companies should invest in developing applications 

which can help them advertise their products and 
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services in better way through mobile to reach the 

consumers. Generally mobile marketing does not get 

much responsiveness and many advertisements sent on 

the mobiles are deleted without noticing hence failing 

the purpose of the mobile marketing. But when a 

customer gets his choice of advertisements including the 

brand he/she likes; the kind of product he/she enjoys the  

advertisement gets responsiveness. Since the behavior 

intent seems to be on the positive side, companies have 

to make sure that their mobile advertisements do not 

divert customers’ intention. Finally, the advertisers 

should make sure that current and potential customers 

do not get irritated due to receiving so many mobile 

advertisements, and they should ensure that the 

advertisement is designed in an informative way.    

REFERENCES 

[1]  Altuna, O. K. and Konuk, F. A. (2009). 

Understanding Consumer Attitudes Toward 

Mobile Advertising And Its Impact On 

Consumers' Behavioral Intentions: A Cross-

Market Comparison Of United States And 

Turkish Consumers. International Journal of 

Mobile Marketing, 4(2), 43-51 

[2]  Balasubramanian, S., Peterson, R.A. & 

Jarvenpaa, S. L. (2002). Exploring the 

Implications of M-commerce for Markets and 

Marketing: Journal of Academy of Marketing 

Science, 30, 4, 348-362. 

[3]  Chowdhury, H. K. Parvin, N. Weitenberner, C. & 

Becker, M. (2006). Consumer Attitude toward 

Mobile Advertising in an Emerging Market: An 

Empirical Study, International Journal of Mobile 

Marketing, Vol.1 (2), 33-42. 

[4]  Friedrich, R., Grone, F., Holbling, K. & Peterson, 

M. (2009). The March of Mobile Marketing: 

New Chances for Consumer Companies, New 

Opportunities for Mobile Operators. Journal of 

Advertising Research, 49(1), 54-61.   

[5]  Karthikeyan, Balamurugan. Mobile Marketing: 

Examining the impact of Interest, Individual 

attention, Problem faced and consumer’s attitude 

on intention to purchase. 2012; 3(10):809–21. 

[6]  Leppaniemi M, Sinisalo, Karjaluoto. A review of 

mobile marketing research. International Journal 

of Mobile Marketing. 2006; 1(1):30–40. 

��� 



A Study On Social Media Marketing & Its Impact On Customers 

________________________________________________________________________________________________ 

________________________________________________________________________________________________ 

JOSEPH’S JOURNAL OF MULTIDISCIPLINARY STUDIES ( JJMDS) 

St.Joseph’s Degree & PG College, King Koti, Hyderabad 

32 

 

A Study On Social Media Marketing & Its Impact On Customers 
 

Molly Chaturvedi 

Assistant Professor, Department of Business Management St.Joseph’s Degree & PG College 

Email: chaturvedi.molly@gmail.com  

 
Abstract : Social media marketing refers to the process of 

gaining website traffic or attention through social media 

sites. Social media marketing programs usually center on 

efforts to create content that attracts attention and 

encourages readers to share it with their social network. In  

21st century  people do not find time to come & interact 

with each other. Social media helps in connecting 

themselves with social networking sites through which now 

people can stay far and yet remain connected. Apart from 

this media like Facebook create a loyal connection between 

product and individual which leads to large advertising 

opportunities. Similarly, other social media like Blogs 

create a platform to post comment on any event which 

needs to be publicized also can be utilized as a promotional 

technique for customer’s adoption as well as for 

promotions. Now users are acquiring followers & 

subscribers and directing them to your social networking 

page, this research paper emphasizes on the strategies 

which can take this viral marketing mode beyond the 

normal social media at present. As a result it can also help 

in building your community strong enough to make your 

marketing effective & initiative buying. 

KEYWORDS:- Social Media, Marketing, ,Advertising 

opportunities, Strategies, Community 

I. INTRODUCTION 

Social media has become a platform that is easily 

accessible to anyone with internet access. Increased 

communication for organizations fosters brand 

awareness and often, improved customer service. 

Additionally, social media serves as a relatively 

inexpensive platform for organizations to implement 

marketing campaigns. A corporate message spreads 

from user to user and presumably resonates because it 

appears to come from a trusted, third-party source, as 

opposed to the brand or company itself. Hence, this form 

of marketing is driven by word-of-mouth, meaning it 

results in earned media rather than paid media 

 Social media marketing refers to the process of gaining 

website traffic or attention through social media sites. 

Social media marketing programs usually center on 

efforts to create content that attracts attention and 

encourages readers to share it with their social networks.  

II. NEED AND IMPORTANCE OF THE 

STUDY 

o Social media marketing helps in increasing the 

Brand Recognition which creates brand awareness 

at the same time. 

o Social media marketing entails brand loyalty 

among customers. 

o This develops more opportunities to convert 

potential customers 

o Higher conversion rate helps marketer to increase 

the sales 

o Social media posts can be used to drive targeted 

traffic 

III. OBJECTIVES OF THE STUDY 

o Increase Exposure 

o Increase Traffic 

o Increase Engagement 

o Generate Leads 

o Improve Sales 

IV. RESEARCH METHODOLOGY 

Secondary data is taken into consideration from different 

company websites, company reports, marketing text 

book to frame the contents of this paper. 

V. SOCIAL MEDIA OUTLETS 

1. ENGAGEMENT 

 In the context of the social web, engagement means that 

customers and stakeholders are participants rather than 

viewers. Social media in business allows anyone and 

everyone to express and share an opinion or idea 

somewhere along the business’s path to market. Each 

participating customer becomes part of the marketing 

department, as other customers read their comments or 

reviews. The engagement process is then fundamental to 

successful social media marketing. 

2. TWITTER, FACEBOOK, GOOGLE+, 

YOUTUBE,BLOGS  

Social networking websites allow individuals to interact 

with one another and build relationships. When products 

or companies join those sites, people can interact with 

the product or company. That interaction feels personal 

to users because of their previous experiences with 

social networking site interactions. Social networking 

sites like Twitter, Facebook, Google Plus, YouTube, 

Pinterest and blogs allow individual followers to 

“retweet” or “repost” comments made by the product 

being promoted. By repeating the message, all of the 
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users connections are able to see the message, therefore 

reaching more people. Social networking sites act as 

word of mouth. Because the information about the 

product is being put out there and is getting repeated, 

more traffic is brought to the product/company. Through 

social networking sites, products/companies can have 

conversations and interactions with individual followers. 

This personal interaction can instill a feeling of loyalty 

into followers and potential customers. Also, by 

choosing whom to follow on these sites, products can 

reach a very narrow target audience. 

3.  CELL PHONES 

 Cell phone usage has also become a benefit for social 

media marketing. Today, many cell phones have social 

networking capabilities: individuals are notified of any 

happenings on social networking sites through their cell 

phones, in real-time. This constant connection to social 

networking sites means products and companies can 

constantly remind and update followers about their 

capabilities, uses, importance, etc. Because cell phones 

are connected to social networking sites, advertisements 

are always in sight. Also many companies are now 

putting QR codes along with products for individuals to 

access the companies website or online services with 

their smart-phone. 

VI. CAMPAIGNS 

1. 2008 PRESIDENTIAL ELECTION  

The 2008 presidential campaign had a huge presence on 

social networking sites. Barack Obama, a Democratic 

candidate for US President, used Twitter and Facebook 

to differentiate his campaign. His social networking site 

profile pages were constantly being updated and 

interacting with followers. The use of social networking 

sites gave Barack Obama’s campaign access to email 

addresses, as posted on social networking site profile 

pages. This allowed the Democratic Party to launch e-

mail campaigns asking for votes and campaign 

donations. 

2. LOCAL BUSINESSES  

Small businesses also use social networking sites as a 

promotional technique. Businesses can follow 

individuals social networking site uses in the local area 

and advertise specials and deals. These can be exclusive 

and in the form of “get a free drink with a copy of this 

tweet”. This type of message encourages other locals to 

follow the business on the sites in order to obtain the 

promotional deal. In the process, the business is getting 

seen and promoting itself. 

3. ADIDAS 

 In 2007, Adidas, and their agency Carat, created a 

social media experience for soccer players. Adidas 

pitted two different cleat types against one another and 

asked people to “choose your side.” The content focused 

on fostering an environment of friendly discussion and 

debate of Adidas’ two models of elite soccer 

cleats/boots, Predator and F50 TUNIT. Visitors to the 

community had the opportunity to align themselves with 

one product “team” and offer comments in support of 

their preferred model. The community included content 

about professional Adidas soccer players on each 

“team,” rotational product views, downloadable 

graphics, forum discussions, a link to additional product 

information, and a link to the adidas Mexico Fútbol 

profile page. 

4. BLOGS  

Blogs allow a product or company to provide longer 

descriptions of products or services. The longer 

description can include reasoning and uses. It can 

include testimonials and can link to and from Facebook, 

Twitter and many social network and blog pages. Blogs 

can be updated frequently and are promotional 

techniques for keeping customers. Other promotional 

uses are acquiring followers and subscribers and direct 

them to your social network pages. 

5.  FACEBOOK  

Facebook profiles are more detailed than Twitter. They 

allow a product to provide videos, photos, and longer 

descriptions. Videos can show when a product can be 

used as well as how to use it. These also can include 

testimonials as other followers can comment on the 

product pages for others to see. Facebook can link back 

to the product’s Twitter page as well as send out event 

reminders. Facebook promotes a product in real-time 

and brings customers in. As marketers see more value in 

social media marketing, advertisers continue to increase 

sequential ad spend in social by 25%. Strategies to 

extend the reach with Sponsored Stories and acquire 

new fans with Facebook ads continue to an uptick in 

spend across the site. The study attributes 84% of 

"engagement" or clicks to Likes that link back to 

Facebook advertising. Today, brands increase fan counts 

on average of 9% monthly, increasing their fan base by 

two-times the amount annually. 

VII. SOCIAL MEDIA MARKETING TOOLS 

Besides research tools, there are many companies 

providing specialized platforms/tools for social media 

marketing, such as tools for: 

1. Social Media Monitoring 

2.  Social Aggregation  

3. Social Book Marking and Tagging 

4.  Social Analytics and Reporting Automation 

5.  Social Media Blog Marketing Validation. 

FIVE  ADVANCED SOCIAL MEDIA 

MARKETING STRATEGIES FOR SMALL 

BUSINESSES 

STRATEGY 1: MULTIMEDIA USAGE 
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 The term “A picture is worth a thousand words” has 

never been truer. Consumers are now using the web to 

look for product pictures and videos; they want more 

information and want to see what they’re considering 

buying. The good news is that it’s easy for a company to 

create and publish videos and pictures. In addition to 

taking photos of products, you can also take pictures at 

office events as a way to highlight company culture. 

This not only helps convince others to work with you or 

to buy from you (consumers see that you are down to 

earth and one of them, instead of a stuffy company), it 

also helps your HR department recruit new employees. 

Who doesn’t want to work for a company that celebrates 

birthdays and has a good time? Videos are useful for 

explaining complex how-tos or concepts. Showing step 

by step directions can have a greater impact than even 

the most well written article. Businesses don’t have to 

invest huge sums of money to create good videos, either. 

I highly recommend the relatively cheap Flip camcorder, 

which takes great videos and is easy for even a non-

technical marketer to use. Multimedia can break down 

the faceless business-to-consumer sales flow and make 

your company appear friendlier. Use videos and images 

to show that your business is fun, you care about your 

employees, and most importantly, that you care about 

your customers. 

STRATEGY 2: INTEGRATE OFFLINE AND 

ONLINE ADVERTISING 

 Many small businesses do some sort of offline 

advertising, whether it be radio, print, or cable. Social 

marketing allows a business to extend their offline sales 

pitch. Including your Facebook Page or blog URL in 

offline ads act as social proof, inviting potential 

consumers to see your community and increase trust in 

your business. Not only can integrating online and 

offline advertising help the conversion process, but it 

can also help build your community. Introducing 

potential consumers to your social profiles means they 

may join your community now and buy later. 

STRATEGY 3: MESSAGE ADAPTATION 

 As businesses start to become more sophisticated with 

social media they are starting to leverage more online 

platforms. However, most deliver the same message 

over multiple platforms instead of tailoring 

communications for each individual site. Social 

platforms each have an ecosystem of their own. What 

might be acceptable on Tumblr might be considered 

spam on Facebook. A specific style of writing might 

spread on Twitter but fail on FriendFeed. Understanding 

that each site is different and then customizing your 

message ensures they do well on each respective site. 

Not only does customizing messages across sites help 

the message spread but it keeps users from receiving 

multiple identical communications. Be sure to maximize 

your potential by sending a user that follows the 

business on Twitter and Facebook two different 

messages, instead of the same thing 

STRATEGY4: LOCAL SOCIAL NETWORKS, 

BEYOND YELP 

 For a small business, local search can be a big win. 

Being visible to consumers looking for a business in 

their area is extremely important. Make sure your site is 

included in local business directories in order to help 

ensure that consumers find you when they need you. 

Sometimes finding that many sites can be difficult, 

however. First, make sure you check your competitors. 

Where are they listed? Check their inbound links to 

check for business directories you can add yourself to. 

Also, make sure your business has been added to Google 

Maps, using the Local Business Center. Take the time to 

include all the information you can and update any old 

news. For many consumers, this will be their first 

interaction with the business. Example: Bella Napoli in 

NewYork Bella Napoli is a small pizzeria in New York 

that has done a great job of making sure they appear in 

as many local searches as possible. 

STRATEGY 5: CONTESTS AND DISCOUNTS 

 Building a community is only the first part of social 

marketing. Using that community to drive sales, 

propagate marketing, or crowdsource operations is the 

true power of social media. One way to excite the 

community is to collectively do something to create a 

contest or offer an exclusive discount (i.e., the contest 

can create competition between users). Not only does a 

contest build buzz organically but if contestants need to, 

for example, publish an article that gets the most 

comments in order to win, the contest itself becomes 

viral. A good social media contest should include some 

sort of sharing or virality as a requirement for winning. 

Discounts are also a great way to connect with your 

community 

VIII. CONCLUSION 

 Social platforms each have an ecosystem of their own. 

Creating a basic social media presence is easy enough, 

getting your community to actually do something is 

more difficult. Make sure your site is included in local 

business directories in order to help ensure that 

consumers find you when they need you. Customizing 

messages across sites help the message spread but it 

keeps users from receiving multiple identical 

communications. By giving exclusive coupons to your 

social community, you’re rewarding and reminding 

them that you are not only a brand to engage with, but 

also to buy from. Taking advantage of these strategies 

can help you build your community, make your 

marketing more effective, and incentivize buying. 
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Abstract : The introduction of Goods and Services Tax 

(GST) would be a significant step in the reform of indirect 

taxation in India. As India is a Federal Republic GST 

would be implemented concurrently by the Central 

government and by State governments. Various Central 

and State taxes are amalgamated into a single tax which 

would mitigate cascading or double taxation, facilitating a 

common national market .The rate of  tax even though not 

finalized is proposed to be between 17%-19%. The biggest 

reform, GST bill is as a first step in a long struggle to 

integrate India’s money market. 

I. INTRODUCTION 

India’s tax system presently consists of direct taxes, such 

as the income tax, and indirect taxes, comprising 

numerous central and state levies such as value added 

tax, sales tax, octroi and luxury tax. GST would be a 

comprehensive indirect tax on manufacture, sale and 

consumption of goods and services throughout India, 

which will bring these indirect taxes under one umbrella. 

The Goods and Services Tax was passed by the Indian 

parliament, will replace most indirect taxes in India. It   

is widely expected to transform India into a common 

market, bringing with it increased efficiency and 

productivity. GST is a dual model concept which has 

two components viz. the Central GST to be levied and 

collected by the Centre and the State GST to be levied 

and collected by the respective states and collected at 

each stage of sale or purchase of goods or services based 

on the input tax credit method. 

II. OBJECTIVES OF THE STUDY 

• To understand the Concept of GST. 

• Features of New Tax Reform. 

• Need for Tax Reform in Indian Economy, and to 

know how it is different from existing Tax Structure. 

• Preparing for change in scenario. 

Concept of GST 

The Goods and Service Tax Bill or GST Bill, officially 

known as "The Constitution (122nd Amendment) 

Bill, 2014", would be a Value added Tax (VAT) to be 

implemented in India, from April 2017. Goods and 

Services Tax,  is proposed to be a comprehensive 

indirect tax levy on manufacture, sale and consumption 

of goods as well as services at the national level. It will 

replace all indirect taxes levied on goods and services by 

the Indian Central and State governments. 

Features of GST Model 

• The dual GST model will have two components: 

one levied by the Centre (hereinafter referred to as 

Central GST), and the other levied by the States 

(hereinafter referred to as State GST). 

• Rates for Central GST and State GST would be 

prescribed appropriately, reflecting revenue 

considerations and acceptability. This dual GST model 

would be implemented through multiple statutes (one for 

CGST and SGST statute for every State). , the basic 

features of law such as chargeability, definition of 

taxable event and taxable person, measure of levy 

including valuation provisions, basis of classification 

etc. would be uniform across these statutes as far as 

practicable. 

• The Central GST and  State GST would be 

applicable to all transactions of goods and services made 

for a consideration except the exempted goods and 

services, goods which are outside the purview of GST 

and the transactions which are below the prescribed 

threshold limits. 

• The Central GST and State GST are to be paid to 

the accounts of the Centre and the States separately. It 

would have to be ensured that account-heads for all 

services and goods would have indication whether it 

relates to Central GST or State GST (with identification 

of the State to whom the tax is to be credited). 

• Since the Central GST and State GST are to be 

treated separately, taxes paid against the Central GST 

shall be allowed to be taken as input tax credit (ITC) for 

the Central GST and could be utilized only against the 

payment of Central GST. 

• Cross utilization of ITC between the Central GST 

and the State GST would not be allowed except in the 

case of inter-State supply of goods and services under 

the IGST model. 

• The problem related to credit accumulation on 

account of refund of GST should be avoided by both the 

Centre and the States. 

• To the extent feasible, uniform procedure for 

collection of both Central GST and State GST would be 

prescribed in the respective legislation for Central GST 

and State GST. 

• Centre and the States would have concurrent 

jurisdiction for the entire value chain and for all 
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taxpayers on the basis of thresholds for goods and 

services prescribed for the States and the Centre. 

• A uniform State GST threshold across States is 

desirable. 

• The taxpayer would need to submit periodical 

returns, in common format as far as possible, to both the 

Central GST authority and to the concerned State GST 

authorities. 

Need for Tax Reform in Indian Economy 

• Introduction of GST will result in increase in 

number of returns to be filed along with increase in tax 

compliances obligations in both service and 

manufacturing sector, but compliance cost will be 

reduced. 

• Increase in tax compliances would bring greater 

transparency and result in a positive impact on the 

economy. 

• This tax reform may help in boosting Indian 

Economy by bringing avenues to fresh investments. 

•  The new system will generate Government 

revenues in a better way. 

• There is a need to review change the supply chain, 

ERP systems, business processes and accounting, etc 

and make industry ready to handle changes in tax, and 

ready of implementation of GST 

Taxes that shall be levied under the new system of GST and how it is different from old system 

 

III. CONCLUSION 

• The goods will be taxed at the consumption rate, 

avoiding multiple taxations on different rates. 

• Administration and enforcement of GST will be 

easier as it is a simple to compute. 

• There is a big difference in tax collection in 

different states of  India ,few states like Maharashtra, 

Andhra Pradesh, U.P , the tax collections are much 

higher  compared to other states like Bihar, Assam, 

Orissa, and others, by introducing GST  more taxes will 

accrue to states that have need of money; which, in turn, 

will get developed. 

IV. SUGGESTIONS 

• For successful implementation of GST , it is 

required that all the states in our country must accept 

such a tax reform at same rate, otherwise, it will be 

really cumbersome for businesses to comply with the 

provisions of the law. 

• Awareness must be brought for its successful 

implementation. 

• GST structure to comprise of a lower rate for 

supply of goods and services of basic importance  

• There is a need to review change the supply chain, 

ERP systems, business processes and accounting, etc for 

effective implication of GST. 

• The industry need to handle the change and be 

GST-ready. 
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Abstract: Conflicts can never be eliminated in 

organizations or even in a family however conflict can be 

managed. Conflict is the “tension arising from compatible 

needs in which the actions of one frustrate the ability of the 

other to achieve a goal”. Conflict goes hand in hand with 

tension anger and discontentment. There are three types of 

conflict. Individual conflict in the workplace is role 

conflict. Interpersonal conflict occurs between two people. 

Inter groups / organizational conflict occurs between two 

groups. 

Conflict can be expressed in an overt or a covert behavior 

where both can lead to problems as well as opportunities. 

The behavior is categorized as reactive, repressive or 

avoidant. Conflict is considered a positive tool to help 

resolve issues so that the team can move forward to achieve 

desired outcomes. Managing conflict well is a conscious 

and creative effort that requires honesty and courage. The 

goal of the manager is to “manage conflict in a manner 

that lessens the perceptual differences that exist between 

the involved parties”.  

Conflict resolution skills – timely collaboration co-

ordination and effective communication are necessary to 

help resolve conflicts. Using a problem solving approach is 

also beneficial. Use of a “positive approach with all parties 

attempting to reach an acceptable solution and in the end 

both sides feel that they won something. Collaboration 

often involves some compromise which is a method used to 

respond to conflict.” 

Causes of conflict are competition for resources, 

inadequate communication, unexplained changes that 

disturbs the routine, conflict of interest.  

Keywords: Conflict;  

Ways to manage conflict at workplace: 

Understand the situation acknowledge the problem be 

patient and take time to resolve a problem, avoid using 

coercion and intimidation focus on the problem not the 

individual keep the communication open. 

Suggestions: 

Managers should be quick enough to immediately cite the 

situation and resolve it. It should not create animosity 

among the employees in the organization. 

I. INTRODUCTION: 

Conflict is an integral part of the human mind and 

character. At times situations also provoke opposition 

and conflict. Conflict arises when individuals have 

varied interests opinions and thought processes and are 

just not willing to compromise with each other.  

Conflict is the “tension arising from compatible needs in 

which the actions of one frustrate the ability of the other 

to achieve a goal.” 

“The practice of recognizing and dealing with disputes 

in a rational, balanced and effective way. Conflict 

management implemented within a business 

environment usually involves effective communication, 

problem resolving abilities and good negotiating skills to 

restore the focus to the company's overall goals” 

A conflict arises when individuals who have varied 

interests opinions and thought processes, are just now 

willing to compromise with each other. It is always wise 

to adjust to some extent and try to find a solution to the 

problem rather than cribbing and fighting. Conflict 

management plays an important role everywhere at work 

places and even in our personal lives. Employees should 

be demotivated to interfere in each other’s work. 

Conflict management avoids conflicts to a great extent 

and thus also reduces the stress and tensions of the 

employees. Individuals tend to disrespect others as a 

result of conflict. Conflict management prevents fall out 

between family members, friends, relatives and makes 

life peaceful and stress-free. Problems must be 

addressed at the right time to prevent conflict and its 

adverse effects at a later stage. Stress disappears, people 

feel motivated, happy and the world definitely becomes 

a much better place to stay as a result of conflict 

management. When individuals perceive things in 

dissimilar ways and cannot find the middle way, a 

conflict starts. The success of any team is directly 

proportional to the relation among the team members. 

Conflicts also lead to unnecessary tensions and 

disagreements among the individuals. Conflict 

management reduces tensions and employees feel 

motivated to give their level best to the organizations.  

Situations of conflict exist everywhere, particularly at 

the workplace and at home. Management of conflict at 

the workplace and at home are essential to live 

harmoniously as an individual at the personal level and 

also at the workplace which is absolutely essential.  

Conflict management reduces stress and tensions 

between family members, friends relatives and 

especially among colleagues to facilitate a stress-free 

workplace and encourage active participation as well as 

a positive spirit and team work.  
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Employees who are trained to approach their differences 

and disagreements with an amicable attitude bring 

positive energy to a debatable issue. When they feel 

motivated and happy individuals are balanced. This 

status of equilibrium drives the employees towards 

compromise, team work and success. The corporation, 

industry, office and management derives the best results 

from individuals who give their level best to the 

organization. Goals are reached and profits increase in a 

stable atmosphere. 

 Conflict management is being able to identify and 

handle conflicts sensibly, fairly and efficiently. Since 

conflicts are a natural part of the workforce, it is very 

important that people should understand conflicts and 

know how to resolve them. Everyone is striving to show 

how valuable they are to the company and at times, this 

can lead to disputes with other members of the team.  

Conflict management is the practice of recognizing and 

dealing with disputes in a rational, balanced and 

effective way. Conflict management implemented 

within a business environment usually involves effective 

communication, good negotiating skills to restore the 

focus to the company’s overall goals.  

Conflict is essential in resolving issues and adopting 

strategies with a view of avoiding a negative outcome 

and perceiving the positive aspect of a problem or 

situation.  

The causes of conflict at the workplace are poor 

communication between managers and team members, 

interpersonal relationships of team members going awry 

due to differences of personalities, different value 

systems, competition and professional jealousy.  

The effects of conflicts within an organization are 

mental health is damaged – we have frustrated people 

pacing around in the office. Productivity is decreased by 

incessant bickering and confrontation. Frustrated or 

neglected members or employees leave the organization. 

Stress filled people and stressful circumstances may 

erupt in violence.  

Under these circumstances the situation should be 

defused immediately and employees should be 

demotivated to interfere in each other’s work. 

Employees should be encouraged to inspire creativity, 

share and respect opinions, improve future 

communication and cultivate new members or recruits in 

a friendly manner.  

Conflict situations are an important aspect of the 

workplace. A conflict is a situation where the interests, 

needs, goals or values of individual parties interfere with 

one another. A conflict is a common phenomenon in the 

workplace. Different stakeholders may have different 

priorities, conflicts may involve team members, 

departments, projects, organization and client, boss and 

subordinate.  

 

II. STAGES OF CONFLICT: 

� Latent conflict – This stage involves the 

anticipation of conflict. Competition for resources or 

inadequate communication can be predictors of conflict. 

Anticipating conflict can increase tension. This is when 

staff may verbalize, “We know we are going to have a 

hassle with this” or may feel this internally.  

� Perceived conflict – This stage requires 

recognition or awareness that conflict exists at a 

particular time. It may not be discussed but only felt. 

Perception is very important as it can affect whether or 

not there really is a conflict, what is known about the 

conflict and how it might be resolved. 

� Felt conflict – This occurs when individuals 

begin to have feelings about the conflict such as anxiety 

or anger. Staff feels stress at this time. If avoidance is 

used at this time, it may prevent the conflict from 

moving to the next stage. Avoidance may be appropriate 

in some circumstances, but sometimes it just covers over 

the conflict and does not resolve it. In this case, the 

conflict may come up again and be more complicated. 

� Manifest conflict- This is overt conflict. At 

this time, the conflict can be constructive or destructive. 

III. CONFLICT MANAGEMENT STYLES – 

� Accommodating: An accommodating manager 

is one who cooperates to a high degree. This may be at 

the manager’s own expense and actually work against 

the manager’s own goals, objectives and desired 

outcomes. This approach is effective when the other 

person is the expert or has a better solution.  

� Avoiding: Avoiding an issue is one way a 

manager might attempt to resolve a conflict this type of 

conflict style does not help the other staff members 

reach their goals and does not help the manager who is 

avoiding the issue and cannot assertively pursue his or 

her goals. However, this works well when the issue is 

trivial or when the manager has no chance of winning. 

� Collaborating: Collaborating managers 

become partners or pair up with each other to achieve 

both the goals in this style. This is how manager’s break 

free of the win lose paradigm and seek the win-win. This 

can be effective for complex scenarios where managers 

need to find a novel solution. 

� Competing: This is the win-lose approach. A 

manager is acting in a very assertive way to achieve 

both of their goals in this style. This is how managers 

break free of the win-lose paradigm ad seek win-win. 

This can be effective for complex scenarios where 

managers need to find a novel situation.  

� Compromising: This is a lose-lose scenario 

where neither persons or manager really achieves what 

they want. This requires a moderate level of 

assertiveness and co-operation. It may be appropriate for 
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scenarios where you need a temporary solution or where 

both sides have equally important goals.  

 

Fig 1 

Causes for Employee Conflict in the Workplace: 

Employee conflict in the workplace is a common 

occurrence, resulting from the differences in employees' 

personalities and values. Dealing with employee conflict 

in a timely manner is important to maintaining a healthy 

work environment. Believing that a conflict will simply 

disappear is an inaccurate assumption to make because 

simple conflicts can grow into major problems if not 

dealt with appropriately. Managers should understand 

the common causes of employee conflicts, so that a 

solution is found before the issues become 

unmanageable. 

• Poor communication: It is one of the main 

causes of conflict between employees in the workplace. 

This can result in a difference in communication styles 

or a failure to communicate. For example a manager 

reassigned an employee’s task to the employee’s co-

worker but failed to communicate the reassignment to 

the employees. This may cause the employee to feel 

slighted which can transform into animosity among the 

two employees and the manager. Failing to 

communicate in the workplace may cause employees to 

make incorrect assumptions and believe workplace 

gossip. Poor communication in the workplace not only 

causes conflict but decreases productivity and employee 

morale. 

• Difference in personalities: A difference in 

personalities among employees is another cause of 

workplace conflict. Employees come from different 

backgrounds and experiences, which play a role in 

shaping their personalities. When employees fail to 

understand and accept the differences in each other’s 

personalities, problems arise in the workplace.  

• Different values: Similar to personalities, the 

values of employees differ within the workplace. A 

difference in values is seen clearly when a generational 

gap is present. Young workers may possess different 

workplace values than older workers. The difference in 

values is not necessarily the cause of employee conflict 

in the workplace, but the failure to accept the differences 

is. When employees fail to accept the differences, co-

workers may insult each other's character and 

experiences. When insults occur, the conflict intensifies 

until the right solution is offered and accepted. 

• Competition: Unhealthy workplace 

competition is a cause of employee conflict. Some 

industries foster competitive environments more than 

others. When salary is linked to employee production, a 

workplace may experience strong competition between 

employees. Competition that is not properly managed 

can result in employees sabotaging or insulting one 

another, which creates a hostile work environment. 

Unhealthy workplace competition discourages 

teamwork and promotes individualism. 

IV. EFFECTS OF CONFLICT: 

1. Negative concerns :  

� Mental health concerns - Conflict within an 

organization can cause members to become frustrated if 

they feel as if there’s no solution in sight, or if they feel 

that their opinions go unrecognized by other group 

members. As a result, members become stressed, which 

adversely affects their professional and personal lives. 

Organization members may have problems sleeping, 

loss of appetite or overeating, headaches and become 

unapproachable. In some instances, organization 

members may avoid meetings to prevent themselves 

from experiencing stress and stress-related symptoms. 

� Decrease in productivity - When an 

organization spends much of its time dealing with 

conflict, members take time away from focusing on the 

core goals they are tasked with achieving. Conflict 

causes members to focus less on the project at hand and 

more on gossiping about conflict or venting about 

frustrations. As a result, organizations can lose money, 

donors and access to essential resources. 

� Members leave organization - Organization 

members who are increasingly frustrated with the level 

of conflict within an organization may decide to end 

their membership. This is especially detrimental when 

members are a part of the executive board or heads of 

committees. Once members begin to leave, the 

organization has to recruit new members and appoint 

acting board members. In extreme cases, where several 

members leave or an executive of the board steps down, 

organizations risk dissolution. 

� Violence - When conflict escalates without 

mediation, intense situations may arise between 

organization members. It’s unfortunate, but 

organizational conflicts may cause violence among 

members, resulting in legal problems for members and 

possibly the organization. 

2. Positive concerns:  

� Inspire creativity - Fortunately, some 

organization members view conflict as an opportunity 

for finding creative solutions to solve problems. Conflict 

can inspire members to brainstorm ideas, while 

examining problems from various perspectives. 
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� Share and respect opinions - As organization 

members work together to solve conflict, they are more 

willing to share their opinions with the group. Conflict 

can also cause members to actively listen to each as they 

work to accomplish the organizations’ goals. 

� Improve future communication - Conflict can 

bring group members together and help them learn more 

about each other. From learning each-others’ opinions 

on topics relevant to the organization’s growth to 

understanding each member’s preferred communication 

style, conflict within an organization can give members 

the tools necessary to easily solve conflicts in the future. 

� Identify new members - Within organizations, 

members actively participate in each meeting, enjoy 

serving on multiple committees and have an opinion on 

each topic the group discusses. There are also members 

who seemingly contribute little to the group and observe 

more than talk. Conflict within an organization can 

inspire typically silent members to step up and 

demonstrate their leadership skills by offering 

meaningful solutions to the problem the group is facing. 

How to resolve conflict: 

� Realize that some conflicts are inevitable at 

work: Whenever people are committed and fired up, or 

change and new ideas are emerging, conflict and 

disagreement are bound to happen. This does not mean 

you have to revel in conflict or create trouble just for the 

heck of it, but it does mean that when conflict happens, 

it’s not the end of the world. It can be the beginning of 

an interesting learning process. Conflicts mean that 

people care enough to disagree strongly. The trick is not 

to allow the conflict to go on forever. 

� Handle conflicts sooner rather than later: 
Resolve a conflict when it starts, as it only gets worse 

with time. Conflicts at work arise not from something 

that was said, but from something that wasn’t said! 

Everyone’s waiting for the other to admit he’s wrong 

and  gets more unpleasant after the conflict has stewed 

for a while. It's essential to interrupt the "waiting game" 

before it gets to that point. 

� Ask nicely: If somebody has done something 

that made you angry, or if you don’t understand their 

viewpoint or actions, simply asking about it can make a 

world of difference. Never assume that people do what 

they do to annoy you. Sometimes there’s good reason 

why that person does what he or she does (even the 

things that really get on your nerves), and a potential 

conflict evaporates right there. Make your inquiry just 

that--an inquiry, not an accusation of any sort: “Say, I 

was wondering why you did ‘X’ yesterday” or “I’ve 

noticed that you often do ‘Y’. Why is that?” are good 

examples. “Why the hell do you always have to ‘Z’!” is 

less constructive. 

� Invite the other person to talk about the 

situation: A hurried conversation at your desk between 

emails and phone calls won’t solve anything. You need 

an undisturbed location and time to address the issue. 

� Observe: Identify what you see in neutral, 

objective terms. This is where you describe the facts of 

the situation as objectively as possible. What is actually 

happening? When and how is it happening? What is the 

other person doing and, not least, what are you doing? 

You’re only allowed to cite observable facts and not 

allowed to assume or guess at what the other person is 

thinking or doing. 

� Apologize: Apologize for your part in the 

conflict. Usually everyone involved has done something 

to create and sustain the conflict. Remember: You’re not 

accepting the entire blame, you’re taking responsibility 

for your contribution to the situation. 

� Appreciate: Praise the other part in the 

conflict. Tell them why it’s worth it to you to solve the 

conflict. This can be difficult as few people find it easy 

to praise and appreciate a person they disagree strongly 

with, but it’s a great way to move forward. 

� Identify the consequences: What has the 

conflict led to for you and for the company? Why is it a 

problem? Outlining the consequences of the conflict 

shows why it’s necessary to resolve it. It also helps 

participants to look beyond themselves and see the 

conflict "from the outside." 

� Define an objective: What would be a good 

outcome? It’s essential to set a goal so both parties know 

the outcome they’re aiming for. That makes reaching the 

outcome a lot more likely. 

� Request: Ask for specific actions that can be 

implemented right away. For example: "I suggest that 

we introduce a new rule: At meetings when one of us 

suggest something and the other person disagrees, we 

start by saying what’s good about the idea and then say 

how it could be better. Also, if we start to attack each 

other as we have before, I suggest we both excuse 

ourselves from the meeting and talk about it in private 

instead of in front of the entire team. And, what do you 

say we have a short talk after our next project meeting to 

evaluate how it went? How does that sound?" 

� Get mediation: Some conflicts cannot be 

solved by the participants alone, and mediators can help. 

Mediation involves a neutral third party who has been 

trained in mediation principles, who is experienced in 

mediation, and who is trusted by the people involved in 

the conflict. A good mediator will help the disputants 

find their own solution, not provide advice or push them 

toward any particular solution.Take care when selecting 

a mediator. The mediator (or mediators) should only be 

someone who has undergone formal mediation training, 

has extensive mediation experience, and has mediated 

under supervision. Otherwise, he or she may do more 

harm than good. 
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� Consult a lawyer: Some conflicts involve 

disagreement about what is legal, or whether to follow 

the law. Whistle-blowers who report violations may 

have legal protections, and may consider raising their 

concerns outside the normal chain of command. If the 

conflict arises from a fraud to obtain money from the 

government, whistle-blowers may need to follow special 

procedures to protect their rights. The False Claims Act 

requires that whistle-blowers with original knowledge of 

such fraud be the first to file their claim, and refrain 

from public disclosure of certain information about their 

claim. 

V. REVIEW OF LITERATURE: 

1. "Conflict Management" is defined by the 

American Management Association "as recognizing the 

potential value of conflict for driving change and 

innovation. This means knowing when to confront, and 

when to avoid a conflict and understanding the issues 

around which conflict revolve". 

2. According to Joyce Hocker and William 

Wilmot, “conflict is an expressed struggle between at 

least two independent parties who perceive a situation 

differently or have incompatible goals, are competing 

for scarce resources or perceive interference from the 

other party in achieving their goals.” 

3. According to James. A. Schellenberg, “the 

opposition between individuals and groups on the basis 

of competing interests, different identities and or 

different attitudes.” 

4.  According to Pro. Pankaj Kothari “conflict is 

defined as a struggle to resist or overcome; contest of 

opposing forces or powers, strife, battle, a state or 

condition of opposition,  antagonism, discord, a painful 

tension set up by a clash between opposed and 

contradictory impulses. 

Case study: 

A case study of one of the top consulting firms which 

recruits prospective employees for top MNC’s, will 

throw light on situations and personalities that lead us to 

the conflict zone. On a day to day basis recruiters are up 

against stressful glitches. For example, an executive 

occupying a senior position behaves in a dictatorial 

manner and authoritatively abuses his juniors, who 

happen to be his team members. This bossy attitude is 

not genuine leadership and team mates are rendered 

incapable of doing a consistent and progressive job. Not 

only their personal progress but the goals and objectives 

of the organization are hampered.  

New recruits are not allowed to object or make positive 

inputs, thus lack of communication leads to frustration.  

The new system of SPOC i.e, Single Point of Contact 

has led to confusion and conflict of outcome. If the 

recruiter who is assigned the leadership position does 

not take the feedback or gradation of the candidate from 

other recruiters, in consideration at the right time or in 

advance, prospective employees are offset or misguided 

and sometimes loose a job opportunity during a drive. 

Juniors are rendered powerless and belittled. The 

situation needs to be addressed to satisfy all three units 

interacting with each other ie, the leader, the recruiter 

and the candidate or prospective employee.  

Here is a glaring example of conflict of interest. The 

firm unsuspectingly hires a voice and language trainer 

who is more concerned about self-aggrandizement and 

monetary gain. Prospective employees or candidates 

unsuspectingly pay a premium amount to the individual 

with the promise of a job. The scam is uncovered one 

fine day when candidates receive fake letters and do not 

land a job. They queue up clamoring for justice, but the 

truant has already escaped. The management 

shamefacedly admits it has not done a thorough 

Background Verification (BGV) on the said conman. 

Incidentally a group under his guidance has set up a 

parallel office on a small scale. Most of the gullible co-

workers, unsuspectingly fall into his trap     and the 

Mother organization has to dismiss the errant workers. 

The management gets cracking and holds a relay of 

meetings, upgrading its system, plugging loopholes and 

issuing directives to its existing employees cautioning 

them not to take up parallel jobs if they want to continue 

serving their firm. An eye-opener for all concerned.  

VI. CONCLUSION: 

� Conflict management aims at building good 

relationship before conflict occurs. 

� Not letting small problems escalate, deal with them 

as they arise. 

� Respecting differences. 

� Listening to others perspective on a conflict 

situation.  

� Acknowledging feelings before focusing on facts. 

� Focusing on solving problems, not changing 

people.  

� If you can’t resolve the problem, turn to someone 

who can help. 

� Remembering to adapt style to the situation and 

persons involved.  
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"The economist may attempt to ignore psychology, but it is 

sheer impossibility for him to ignore human nature. … If 

the economist borrows his conception of man from the 

psychologist, his constructive work may have some chance 

of remaining purely economic in character. But if he does 

not, he will not thereby avoid psychology. Rather, he will 

force himself to make his own, and it will be bad 

psychology." 

John Maurice Clark    Economics and modern psychology    

Abstract : Behavioral finance is part of finance that seeks  

understand and explain the systematic financial market 

implications of psychological decision processes. It utilizes 

knowledge of cognitive psychology, social sciences and 

anthropology to explain irrational investor behavioral  that 

is not being captured by the traditional rational based 

models. Behavioral finance is the study of the influence of 

psychology on the behavior of financial practitioners and 

the subsequent effect on markets. Behavioral finance is of 

interest because it helps to explain why and how markets 

might be inefficient. Behavioral finance is a new field in 

economics that has recently become a subject of significant 

interest to investors. Behavioral finance is a relatively new 

field that seeks to combine behavioral and cognitive 

psychological theory with conventional economics and 

finance to provide explanations for why people make 

irrational financial decisions. According to conventional 

financial theory, the world and its participants are, for the 

most part, rational "wealth maximizes".  However, there 

are many instances where emotion and psychology 

influence our decisions, causing us to behave in 

unpredictable or irrational ways. This    paper  provides a 

general discussion of behavioral Finance .In this paper  

survey is made between two different groups of investors. 

This paper shows how we behave or the psychology when 

we make decisions involving risk, or in the possibility of 

loss and also throw some light on economists who stress 

psychological and behavioral elements of stock-price 

determination challenge Efficient market theory. Investor   

behave irrationally during risk decisions such asLosing 

Money :- Individuals typically measure risk by money that 

has been lost. These losses are measured against the 

original cost of the stock or bond. Individuals sometimes 

feel money has been lost only when the security is 

sold.Unfamiliar Instruments :- Unknown or complex 

securities may seem riskier Previous Losses in Familiar 

Instruments- a stock that has lost money for the individual 

in the past is considered unattractive. Contrary Investing :- 

Not "following the crowd" may appear risky to an 

individual Historical v Potential Levels of Risk - Many 

individuals regard past levels of volatility as more 

important than projected levels of risk. 

Key words:  Behavioral finance, Capital market, Classical 

finance, Rational  behavior ,Market efficiency, Investment 

decision, Psychological factors,  

I. INTRODUCTION : 

Behavioral finance studies the psychology of financial 

decision-making. Most people know that emotions affect 

investment decisions. People in the industry commonly 

talk about the role greed and fear play in driving stock 

markets. Behavioral finance extends this analysis to the 

role of biases in decision making, such as the use of 

simple rules of thumb for making complex investment 

decisions. In other words, behavioral finance takes the 

insights of psychological research and applies them to 

financial decision making. Most of the financial market 

anomalies cannot be explained using traditional models. 

Behavioral finance easy explains why the individual has 

taken a specific decision, but did not find as easily an 

explanation about how future decisions will be. 

Classical finance has as a cornerstone the Efficient 

Markets Hypothesis, according to whom, since everyone 

has access to the same information, It is not possible to 

change the  market position, because that stock prices 

are, in fact, efficient, reflecting everything we know as 

investors. A market in which prices always “fully 

reflect” available information is called efficient. 

Synthesizing, Efficient Markets Hypothesis assume that 

capital market are information ally efficient. Eugene 

Fame, the father of efficient market hypothesis reveals, 

“Market efficiency survives the challenge from the 

literature on long-term return anomalies. Consistent with 

the market efficiency hypothesis  that the anomalies are 

chance results, apparent overreaction to information is 

about as common as under reaction, and post event 

continuation of pre-event abnormal returns is about as 

frequent as post-event reversal. Most important, 

consistent with the market efficiency prediction that 

apparent anomalies can be due to methodology, most 

on-term return anomalies tend to disappear with 

reasonable changes in technique In contrast, behavioral 

finance assumes that, in some circumstances, financial 

markets are information ally inefficient. The main 

purpose of this article is to have an insight into how the 

influence of psychology on the behavior of the investors 

can explain capital markets imperfections. Human 

nature is perfectible, but it is not perfect. Investors are 

people with many deviations from rational behavior, 

which often make illogical decisions. In the existing 

global financial perspective, the major influence of 
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psychological factors in investment decision-making is 

undeniable. 

 De Bondt and Thaler (1985) published article: “Does 

the Stock Market Over-react?” in a Journal of Finance. 

They propounded that the people are systematically 

over-reacting to unexpected and dramatic news results in 

substantially weak form inefficiencies in the stock 

market. Mental accounting is a set of cognitive 

operations used by individuals and households to 

organize evaluate and keep track of financial activities. 

Thus, behavioral finance is the application of scientific 

research on the psychological, social and emotional 

contributions to market participants and market price 

trends. It also studies the psychological and sociological 

factors that influence the financial decision making 

process of individual groups and entities.In this paper, a 

large body of psychological literature finds that the 

people tend to be over-confident and overly optimistic. 

This literature find that the biased managers over-invest 

their firms cash flows, initiate too many mergers, start 

more firms and more naval  projects and tend to stick 

with unproductive investment policies longer. 

Corrective measures to reduce the effect of manager 

biases include learning, inflated discount rate and 

contractual incentives but their effectiveness in curbing 

over investment appears to be limited 

II. OBJECTIVES. 

� To study the concept of behavioral finance and 

various theories associated with it 

� To identify the major factors responsible for 

determining the attitudes and trading behavior of stock 

market investors. 

� . To measure the confidence the investors have 

regarding their investment in stock market. 

III. RESEARCH METHODOLOGY 

Primary data is collected from the individual investors 

with the help of structured questionnaire.  

Secondary data is collected from the published source 

and through internet.  

sample size is 50 respondents 

sample method convenient sampling is used 

Tool :ANOVA 

IV. BEHAVIORAL FINANCE 

Meaning 

Behavioral finance is a relatively new field that seeks to 

combine behavioral and cognitive psychological theory 

with conventional economic and finance to provide 

explanations for why people make irrational financial 

decisions. It is very popular in stock market across the 

world for investment decisions 

 

Behavioral finance is the study of psychology and 

sociology on the behavior of the financial practitioners 

and the subsequent effect on the security market. It helps 

to understand why people buy or sell stock without 

doing fundamental analysis and behave irrationally in 

investment decisions Forbes (2009) has defined 

behavioral inance as a science regarding how 

psychology influences financial market. This view 

emphasizes that the individuals are affected by 

psychological factors like cognitive biases in their 

decision-making, rather than being rational and wealth 

maximizing. 

V. TRADITIONAL FINANCE VS 

BEHAVIORAL FINANCE: 

Based on efficient market hypotheses, traditional 

financial theories assume that investors are rational and 

risk averse, and hold diversified, optimal portfolios. This 

assumes how investors should act based on 

mathematical models and theories. However, this does 

not always play out in practice. 

In contrast, behavioural finance is based on 

understanding how people actually make financial 

decisions in practice. Behavioral finance suggests 

cognitive errors and emotional biases can impact 

financial decisions, often in a detrimental way. 

Cognitive errors are based on faulty reasoning (belief 

perseverance), or due to memory errors (information 

processing errors). Emotional biases stem from 

reasoning that is influenced by feelings or emotions, not 

fundamental facts. 

Behavioural finance challenges the assumptions of the 

traditional finance theory, recognizing that many 

investors do not make decisions in a rational manner. 

Investors are generally loss averse, and because their 

fears can get in the way, they do not necessarily hold 

optimal portfolios 

VI. LITERATURE REVIEW 

Schiller (2000) strongly advocated that the stock market 

is strongly governed by the market information which 

directly affects the investment behaviour of the 

investors. 

Hong et al., (2001) conducted a study wherein they 

proposed that stock – market articipation is influenced 
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by social interaction. According to them any given 

“social” investor finds the market more attractive when 

more of his peers participate. They tested this theory and 

found that social households – those who interact with 

Their their neighbours, or attend church – are 

substantially more likely to invest in the market than non 

social households, controlling for wealth, race, 

education and risk tolerance  

Meng Chen Gong et al. (2004) tested how investor 

experience influence investing behaviour and trading 

performance. The study shoes that experienced investors 

are more inclined toward making trading mistakes and 

suffering from the representative bias. Chandra (2008) 

explored the impact of behavioral factors and investor’s 

psychology on their decision-making. The research was 

based on the secondary data. The study concluded that 

retail investors do not always take rational decision. The 

decision of investment is influenced by many behavioral 

factors such as greed and fear, cognitive dissonance, 

mental accounting, heuristics and anchoring etc. The 

study focuses that these behavioral factors must be 

considered while taking the investment decision 

Chaudhary (2013) studied how behavioral finance 

provides explanations for why investors make irrational 

financial decisions. The study demonstrates how 

emotions and cognitive errors influence investors in the 

decision making process. The study shows that various 

causes that led to behavioral finance are anchoring, 

overconfidence, herd behavior, over and under reaction 

and loss aversions. 

Another study conducted by Barberis and Huang 

(2001) suggests that loss aversion – the tendency to be 

more sensitive to losses than to gains – and narrow 

framing – the tendency to focus on narrowly defined 

gains and losses –play an important role in determining 

how people evaluate risky gambles. 

VARIOUS BEHAVIORAL FACTORS WHICH 

AFFECTS THE DECISION OF INVESTORS IN 

STOCK MARKET:  

Some of the behavioral factors which affect the 

investment decision of investors in stock market are as 

mentioned below.  

1. Representativeness: The investors’ recent success; 

tend to continue into the future also. The tendency of 

decisions of the investors to make based on past 

experiences is known as stereotype. Debont (1998)8 

concluded that analyses are biased in the direction of 

recent success or failure in their earnings forecasts, the 

characteristic of stereotype decisions.   

 2 Overconfidence:  There are several dimensions to 

confidence. It can give more courage, and is often 

viewed as a key to success. Although confidence is often 

encouraged and celebrated, it is not the only factor to 

success. The investors who are cautious and analytical 

can achieve success and others have to withdraw. Yet, 

confidence, especially self-confidence, is often viewed 

as a positive trait. Sometimes, the investors overestimate 

their predictive skills or assuming more knowledge then 

they have.  Many times it leads excessive trading. 

3 Anchoring: It describes the common human tendency 

to rely too heavily, or ‘anchor’ on one trait or piece of 

information when making decisions. When presented 

with new information, the investors tend to be slow to 

change or the value scale is fixed or anchored by recent 

observations. They are expecting the trend of earning is 

to remain with historical trend, which may lead to 

possible under reactions to trend changes. 

4. Gamblers fallacy: It arises when the investors 

inappropriately predict that tend will reverse. It may 

result in anticipation of good or poor end. 

 5.  Availability bias: The investors place undue weight 

for making decisions on the most available information.  

This happens quite commonly. It leads less return and 

sometimes poor results also.   

6 Market Psychology The overall sentiment or feeling 

that the market is experiencing at any particular time. 

Greed, fear, expectations and circumstances are all 

factors that contribute to the group's overall investing 

mentality or sentiment. 

7 Market Sentiment The feeling or tone of a market 

(i.e. crowd psychology). It is shown by the activity and 

price movement of securities. 

8 Media Effect  

A theory that relates how stories published in the media 

influence or amplify current trends. Borrowers or 

investors will read an article and be influenced to act 

quickly on the news. The media effect is often seen in 

the mortgage market, when prepayment rates can 

sharply increase following specific news stories. 

11 Reflexivity The idea that a person's thoughts and 

ideas tend to be inherently biased. In other words, the 

values and thoughts of a person will be represented in 

their work. In the context of finance, the theory of 

reflexivity states that investors' and traders' biases can 

change the fundamentals that assist in determining 

market price 

Prospect theory 

This theory is developed by Kahneman and Tversky9. 

The second groups of illusions which may impact the 

decision process are grouped in prospect theory. He 

discussed several states of mind which may influence an 

investors decision making process. The key concepts 

which he discussed are as follows: 

1. Loss aversion:  Loss aversion is an important 

psychological concept which receives increasing 

attention in economic analysis. The investor is a risk-

seeker when faced with the prospect of losses, but is 

risk-averse when faced with the prospects of enjoying 

gains. This phenomenon is called loss aversion10. 

Ulrich Schmidta, and Horst Zankb11 discussed the loss 
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aversion theory with risk aversion and he aceepted the 

Kahneman and Tversky views. 

2. Regret Aversion: It arises from the investors’ desire 

to avoid pain of regret arising from a poor investment 

decision. This aversion encourages investors to hold 

poorly performing shares as avoiding their sale also 

avoids the recognition of the associated loss and bad 

investment decision. Regret aversion creates a tax 

inefficient investment strategy because investors can 

reduce their taxable income by realizing capital losses.     

3. Mental Accounting: Mental accounting is the set of 

cognitive operations used by the investors to organise, 

evaluate and keep track of investment activities. Three 

components of mental accounting receive the most 

attention. This first captures how outcomes are 

perceived and experienced, and how decisions are made 

and subsequently evaluated. A second component of 

mental accounting involves the assignment of activities 

to specific accounts. Both the sources and uses of funds 

are labelled in real as well as in mental accounting 

systems.   

4  Self Control: It requires for all the investors to avoid 

the losses and protect the investments. As noted by 

Thaler and shefrin13 investros are subject to temptation 

and they look for tools to improve self control. By 

mentally separating their financial resources into capital 

and ‘available for expenditure’ pools, investors can 

control their urge to over consume.  

The third component of mental accounting concerns the 

frequency with which accounts are evaluated and 'choice 

bracketing'. Accounts can be balanced daily, weekly, 

yearly, and so on, and can be defined narrowly or 

broadly.  Each of the components of mental accounting 

violates the economic principle of fungibility. 

BEHAVIORAL FINANCE AND INVESTMENT 

DECISIONS   

Behavioral finance seeks to find how investor’s 

emotions and psychology affect investment decisions. It 

is the study of how people in general and investors in 

particular make common errors in their financial 

decision due to their emotions. It is nothing but the study 

of why otherwise rational people take some really thumb 

investment decisions. Decision making is a process of 

choosing best alternatives among a number of 

alternatives. This decision has come out after a proper 

evaluation of all the alternatives. Decision making is the 

most complex and challenging activity of investors. 

Every investor differs from the others in all aspects due 

to various factors like demographic factor, 

socioeconomic background, educational level, sex, age 

and race. An optimum investment decision plays an 

active role and is a significant consideration. Investor is 

a rational being who will always act to maximize his 

financial gain. Yet we are not rational being; we are 

human being; an integral part of this humanness is the 

emotion within us. Indeed, we make most of our life 

decisions on purely emotional considerations  

In the financial world, investor’s sometimes base their 

decisions on irrelevant figures and statistics, e.g., some 

investor may invest in the stock that have witnessed 

considerable fall after a continuous growth in recent 

past. They believe that price has fallen which is only due 

to short term market movements, creating an 

opportunity to buy the stock cheap. However, in reality, 

stocks do quite often also decline in value due to 

changes in their underlying fundamentals. 

Cognitive dissonance is the perception of 

incompatibility between two cognitions, which can be 

defined as any element of knowledge including attitude, 

emotion, belief or behavior. The theory of cognitive 

dissonance holds that contradicting cognition serve as a 

driving force that compels the mind to acquire or invent 

new thoughts or beliefs or to modify existing beliefs, so 

as to reduce the amount of dissonance (conflict) between 

cognition. Festinger theory of cognitive dissonance 

states that individual attempts to reduce inner conflict in 

one of the two ways: (i) he changes his past values, 

feelings or options; and (ii) he attempts to justify or 

rationalize his choice. This theory may apply to 

investors and traders in the stock market who attempt to 

rationalize contradictory behaviors, so that they seem to 

follow naturally from personal values or view point.In 

“Financial Cognitive Dissonance”, we change our 

investment styles or beliefs to support our financial 

decisions. For instance, investors who followed a 

traditional investment style (fundamental analysis) by 

evaluating companies using financial criteria such as, 

profitability measures, especially, profit/earning ratios, 

started to change their investment beliefs. Many 

individual investors purchased retail internet companies 

in which these financial measures could not be applied. 

Since these companies has no financial track record, 

very little revenues and no net losses. These traditional 

investors rationalized the change in their investment 

style (past beliefs) in two ways: the first argument by 

many investor is the belief (argument) that we are now 

in a “new economy” in which the traditional financial 

rules no longer apply. This is usually the point and the 

economic cycle in which the stock market reaches its 

peak. The second action that displays cognitive 

dissonance is ignoring traditional form of investing and 

buying these internet stock simply based on price 

momentum. 

Regret theory states that an individual evaluates his or 

her expected reactions to a future event or situations. 

Psychologists have found that individuals who make 

decision that turn out badly have more regret when that 

decision was more unconventional. This theory can also 

be applied to the area of investor psychology within the 

stock market, whether an investor has contemplated 

purchasing a stock or mutual fund which has declined or 

not, actually purchasing the intended security will cause 

the investor to experience an emotional reaction. 
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Investors may avoid selling stocks that have declined in 

value in order to avoid the regret of having made a bad 

investment choice and the discomfort of reporting the 

loss. In addition, the investor sometimes finds it easier to 

purchase the “hot or popular stock of the week”. In 

essence, the investor is just following “the crowd”. 

Therefore, the investor can rationalize his or her 

investment choice more easily if the stock or mutual 

fund declines substantially in value. The investor can 

reduce emotional reactions or feelings since a group of 

individual investors also lost money on the same bad 

investment. In investing, the fear of regret can make 

investor either risk averse or motivate them to take 

greater risk. 

Prospect theory deals with the idea that people do not 

always behave rationally. There are different 

psychological factors which motivate people in 

investment decision under uncertainty. It considers 

preference as a function of “decision weights” and it 

assumes that these weights do not always match with 

probabilities. It further suggests that decision weights 

tend to overweigh small probabilities and under-weigh 

moderate and high probabilities. 

Prospect theory demonstrates that if investors are faced 

with the possibility of losing money, they often take on 

riskier decision at loss aversions. They tend to reverse or 

substantially alter their revealed disposition towards 

risk. 

IMPLICATIONS FOR FINANCIAL MARKETS  

Proponents of behavioral finance contend that heuristic-

driven bias and framing effects cause market prices to 

deviate from fundamental values. It is argued that 

because these biases are an inherent part of all of our 

decision making processes, they can systematically 

distort market behavior. For example, the 

representativeness heuristic could lead investors to 

become over optimistic about past winners and over 

pessimistic about past losers, causing share prices to 

deviate from their fundamental level. Anchoring and 

over-confidence could lessen analysts' tendency to 

adjust earnings predictions when new information arises. 

In particular, the biases may result in * Over or under 

(depending on the bias) reaction to price changes or 

news * Extrapolation of past trends into the future * 

Lack of attention to the fundamentals underlying a stock 

* Undue focus on popular stock itself such patterns 

exist, there may be scope for investors to exploit the 

resulting pricing anomalies to capture superior, risk-

adjusted returns. Proponents of EMH, in fact, argue that 

smart money will exploit such nomalies and drive prices 

to their fundamental values. Other research, however, 

shows that rational investor trading is unable to 

completely offset the actions of irrational investors. 

This, as pointed out by Edward M Miller in 1977, is 

largely be due to the inability of smart money to engage 

in short sales when the bulk of shares are held by 

irrational investors. Using data on the interest cost of 

borrowing and lending shares in the 1920s and 1930s, 

Jones and Lamont (2001) show that shares that were 

more expensive to short tended to be highly priced and 

had lower subsequent returns on average as predicted by 

Miller's theorySupporters of the traditional EMH theory 

(Fama, 1998), have firmly sought to refute behavioral 

finance. They note that if sufficient analysis is done on 

any data set of share prices, odd findings (such as a 

finding that share prices often rise or fall when a 

particular event occurs) will appear simply due to 

chance. They also argue that observed anomalies in 

market prices may not result from behavioral biases, but 

rather because of a misspecification of systematic risk. 

For example, if a share is traded by both rational and 

non-rational ('noise') investors, it may have an additional 

risk premium which will drive the share price in the 

'wrong' direction as a result of a sudden, unjustified 

change in their expectations for the share. Ritter (2003) 

argues that if it is easy to take positions (shorting 

overvalued stocks or buying undervalued stocks) and 

these misvaluations are certain to be corrected over a 

short period, then “arbitrageurs” will take positions and 

eliminate these mispricings before they become large. 

But if institutional barriers such as short sales 

constraints, for instance, make it difficult to assume such 

positions, or if there is no guarantee that the 

misevaluations will be corrected within a reasonable 

timeframe, then arbitrage will fail to correct them. If 

anything, arbitrageurs may even choose to avoid the 

markets where the mispricing is most severe, because 

the risks may be too severe. This is especially true when 

one is dealing with a large arket, such as the Japanese 

stock market in the late 1980s or the U.S. market for 

technology stocks in the late 1990s. Arbitrageurs that 

attempted to short Japanese stocks in mid-1987 and 

hedge by going long in U.S. stocks were proven correct 

in the long run, but they lost vast sums amounts of 

money in October 1987 when the U.S. market crashed 

by more than the Japanese market (because of Japanese 

government intervention). Arbitrageurs, due to their own 

wealth constraints, would be forced to cover their 

positions just when the relative mispricing was greatest, 

resulting in additional buying pressure for Japanese 

stocks just when they were most over valued 

INTERPRETATION 

� Most of the stock market investors are middle 

age and middle income group investors. Almost all the 

respondents are literate 

� Gender plays an important role in stock market 

investments and most of the respondents are male. 

� Most of the investors have little experience in 

the stock market. 

� Gender and risk tolerance are not significantly 

relate to each other which is identified through ANOVA 

test. 
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� Most of the stock market investors are middle 

age and middle income group investors 

� Income plays an important role in decision 

making 

� confidence level of investors vary from their 

investment experience. 

VII. CONCLUSION 

Behavioral finance provides explanations for why 

investors make irrational financial decisions. It 

demonstrates how emotions and cognitive errors 

influence investors in the decision making process. The 

various causes that led to behavioral finance are 

anchoring, overconfidence, herd behavior, over and 

under reaction and loss aversions. In ssence, behavioral 

finance approach investigates the behavioral patterns of 

investors and tries to understand how these patterns 

guide investment decision. Behavioral finance offers 

many useful insights for investment professionals and 

thus, provides a framework for evaluating active 

investment strategies for the investor  From this study it 

is clearly found out that demographics like age, gender, 

income, experience and education plays a major role in 

the risk appetite of individual investors and in their 

confidence level also. This study identified the major 

factors responsible for determining the attitudes and 

trading behavior of stock market investors. The most 

important factors that affects the attitude and trading 

behavior of stock market investors as obtained from 

factor analysis is as below: confidence level that an 

investors has in himself/herself as compared to formal 

sources, risk taking ability, more expectation and return 

oriented and conservative mentality.  
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Abstract : In an era when Banking industry is undergoing 

transformation from traditional banking to branchless 

banking   the banks are facing a lot of competition to 

improve their service efficiency. Keeping pace with 

changing technology banks have introduced E- banking to 

cater to the changing needs of the customers .Though the 

awareness and use of technology related products is 

increasing the use of online banking is less compared to 

other products . This paper attempts to evaluate the 

awareness and use of online banking by woman using 

primary data by administering a questionnaire. The main 

objectives are - to study the awareness of banking products 

in general and e-banking products in particular by 

working women. To evaluate the percentage of people 

using online banking. To know the factors that hinder 

them from using online banking. 

Key Words: Awareness, E- Banking, Online Banking, 

Technology, Women. 

I. INTRODUCTION 

In an era of digitization India too has transformed itself 

into digital country by adopting digital technologies. 

Digital revolution has not only created opportunities but 

also set many challenges to businesses. Banking 

industry is no exception. Of the emerging Asian market 

economies Indian   Banking   industry   is most suitable 

for digital banking.  Change in nature and severity of 

competition has forced the proactive banks to invest in 

digital technology, as digitization improves productivity, 

quality of service and number of customers. Digital 

banking an extension of traditional banking. Offers 

sophisticated, innovative and cost effective products like 

E-banking, ATM, Debit card and Credit Card, Mobile 

banking paving way for cashless and 24/7 banking. 

1.1 E-Banking 

E-Banking or Electronic banking delivers products to its 

customers through various electronic channels like 

internet, ATM, mobile banking to name a few.  ICICI 

was the first Indian Bank to introduce e-banking in 

1996. It was adopted quickly by customers as it was 

very convenient to use saving their time and cost. With 

more and more people using Internet and the new trend 

set by e-commerce giants Amazon and flip Kart changed 

the way customers used technology for their 

convenience. E- banking catered  to changing needs of 

customer as it was available a click away  with any time 

and any where service. E-banking with  many 

advantages gains importance in the wake of increase in 

the number of internet users.AS per KPMG-FICCI 

M&E industry report by 2017 number of internet users 

will be 503 million.Net banking users were 61% in 

2013. 

 

Figure .1 Internet Users by 2017 

 

Figure 2 Percent of  Internet users who have used online 

banking till 2013. 

II. LITERATURE REVIEW 

K.Usha Rani and Dr N.V. Kavitha ,A Study on E-

Baking Services :Perceptions of select customers(2014) 

in their findings stated e- banking is at a nascent stage 

though it has many advantages. Number of women using 

e-banking is more compared to men. Dr.Rajeev Kumra, 

Internet Banking usage: A Customer’s Perspective in his 

study found that age is negatively correlated with 

internet usage and there is no relationship with income. 

Average number of technological channel usage per 

month for banking transaction is more by men than 

women.Ms Vaishali Narolia and Ms Sonam Kumari 

Gupta, Swot Anaysis of Electronic Banking in India 

(Oct, 2015)  stated that reasons like security theft, 

Phishing  attacks kept customers away from using 

internet banking. But such probems can be dealt by 

creating awareness. Dr P.Paramashivaiah and Mr. 

Puttaswamy, Internet Banking: AN Empirical Study on 

 



Awareness and Use of Online Banking by Working Women 

________________________________________________________________________________________________ 

 

________________________________________________________________________________________________ 

JOSEPH’S JOURNAL OF MULTIDISCIPLINARY STUDIES ( JJMDS) 

St.Joseph’s Degree & PG College, King Koti, Hyderabad 

51 

Accceptance and Perception of Bank customers in 

Mysore in findings revealed that there is a positive 

relationship between education and level of adoption of 

internet banking.K.T Geetha and V.Malarvizhi , 

Acceptance of E-Banking Among Customers, found that 

customer unwilling to opt for any technology related 

product with risk 

III. OBJECTIVES OF THE STUDY 

1.To study the awareness of banking products in general 

and e-banking products in particular by Working 

women.  

2.To evaluate the percentage of people using online 

banking.  

3.To know the factors that hinder them from using 

online banking. 

HYPOTHESIS 

• There is no influence of age on awareness and 

use of E-banking. 

• There is no influence of marital status on 

awareness and use of E-banking 

• There is no influence of Income on awareness 

and use of E-banking 

IV. RESEARCH METHODOLOGY 

The study focused on female customers of different 

banks located in and around vidyanagar in Hyderabad. 

The study focused exclusively on working woman. It is 

a conclusive research as many studies have been carried 

out in the past. Data was collected by administering a 

structured questionnaire consisting of dimensions which 

measured the awareness and use of E-banking and 

factors that stopped them from using E- banking. Non-

Probability sampling namely convenient sample has 

been used in this study. In the current study the sample 

chosen was 120.The measurement of variable is based 

on the Likert’s categorical rating scale.  Under every 

construct, variables in the form of statements were 

designed taking inputs from literature review. 

V. DATA ANALYSIS AND 

INTERPRETATION 

Table 1 shows the respondents profile. Respondents in 

the age group above 50years were the least that is they 

comprised of 12% of the total sample; whereas, the 

maximum percentage of respondents, that is, 6.7% were 

in the age group of 21-30 years. Majority of the 

respondents, 78% were married. Majority of them that is 

63% had less than 3akhs per annum. 

More than 40% have awareness about e-banking 

products 

Table 2 shows that percentage of working women using 

internet banking is 43.3% 

Table 3 shows Anova Test. Since the calculated value is 

more than (0.05) the table value null hypothesis is 

accepted. It means there is no influence of age on 

awareness and use of internet banking 

Table 4 shows Anova test. Since the calculated value is 

more than table value, null hypothesis is accepted. It 

means there no influence of income on awareness and 

use of internet banking 

Table 5 shows Independent sample Test. Since the 

calculated value is more than table value null hypothesis 

is accepted. It means there is no influence of marital 

status on awareness and use of internet banking. 

Table 1 Demographic Profile of Customers 

Particulars Frequency Percentage 

Age   

21-30 44 36.7 

31-40 40 33.3 

41-50 22 18.0 

Above-50 14 12.0 

Marital Status   

Married 78 65 

Unmarried 42 35 

Income   

Less than 3 Lakhs 76 63.4 

3-5    Lakhs 16 13.3 

5-10 Lakhs 18 15.0 

More than 10 Lakhs 10 8.3 

Table 2 Percentage of woman having and using 

Online Account 

Particulars Frequency Percentage 

Number of 

customers having  

Online Account 

52 43.3 

Number of 

customers not 

having  Online 

Account 

68 56.7 
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Table 3.  Anova Test 

  Sum of Squares Df Mean Square F Sig. 

Awareness 

of 

Banking 

Between Groups 4.596 3 1.532 .224 .879 

Within Groups 383.004 56 6.839     

Total 387.600 59       

Use Of 

Online 

Bnkg 

Between Groups 8.016 3 2.672 .718 .555 

Within Groups 63.222 17 3.719     

Total 71.238 20       

 

Table 4 Anova Test 

 

  Sum of Squares Df Mean Square F Sig. 

Awareness 

Of Banking 

Between Groups 30.475 3 10.158 1.593 .201 

Within Groups 357.125 56 6.377     

Total 387.600 59       

Use Of 
Online 

Bnkg 

Between Groups 5.177 3 1.726 .444 .725 

Within Groups 66.061 17 3.886     

      

Total 71.238 20       

 

Table 5 Independent samples test 

Levene's Test for 

Equality of 

Variances t-test for Equality of Means 

F Sig. t Df 

Sig. 

(2-

tailed) 

Mean 

Differenc

e 

Std. Error 

Difference 

95% 

Confidence 

Interval of the 

Difference 

Lower Upper 

Awareness of 

Banking 

Equal 

variance 

assumed 

3.394 .071 -.745 58 .459 -.525 .705 -1.935 .885 

Equal 

variance 
not 

assumed 

    -.857 54.001 .395 -.525 .613 -1.753 .703 

Use Of 

Online Bnkg 

Equal 

variances 
assumed 

8.109 .010 1.192 19 .248 .973 .816 -.735 2.681 

Equal 

variances 

not 
assumed 

    1.153 12.248 .271 .973 .844 -.861 2.807 
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VI. CONCLUSION 

The study shows that the difference between  percent of 

working women not having account and those knowing 

and doing e-banking is less. It further shows that there is 

no relationship between age, income and marital status 

on awareness and use of e-banking. Kesseven (2007) 

analysis reveals that there is no significant difference 

between user and non-users with respect to age. The 

major reasons for not using e-banking can be attributed 

to safety and security and unwillingness to take risk 

financial and psychological. Miss R.Elavarasi and 

Dr.S.T Surulivel (2014) safety and security are the 

major reasons for non users.  Apart from these the 

outsourcing of finances management, decision making 

power which mostly lies with men, attitude, lifestyle and 

depending nature, socio economic background kept 

them away from using technology as they never felt the 

need. Those who opted for e-banking are independent, 

trendy and in the age group of 21-40. With India going 

digital to eradicate corruption and make things 

transparent there is a necessity to aquint oneself with e-

banking. The government should take initiative to see 

that banks provide training 

VII. LIMITATIONS OF THE STUDY 

Generalization can be an issue as the sample size is 

small and study was limited to a particular area. The 

study was done taking convenient sample and was done 

in a short span. 
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Abstract : An e-wallet also known as digital wallet refers to 

a device that allows an individual to make electronic 

commerce transactions quickly and securely. It has also 

evolved into a service that provides internet users with a 

convenient way to store and use online shopping 

information. E-wallets can store your passwords, credit 

card numbers, email contacts and vital data like your 

driver's license. It uses the basic concepts of Embedded 

Systems, an idea for changing the future of cards is 

proposed in this paper.  

Using this e-Wallet the transaction procedure can be as 

simple as the customer goes to the point of sale and does 

the purchasing and when it comes to the payment, the 

customer submits his e-Wallet to vendor who connects it to 

his terminal (PC). The vendor displays the billing 

information to the customer who finalizes it. The amount 

in the e-Wallet is updated accordingly. 

 The main idea behind this paper is to bring in a cheaper 

and more versatile usable kind of a card. It allows you to 

unify and store the information that you need. You will 

only need to remember one password to unlock your 

encrypted data. 

A consumer e-wallet is a standalone software application 

that you can download and install on your computer, PDA 

or Smartphone. The main objective of e-wallet is to make 

paperless money transaction easier. 

Key Words: Electronic wallet, Smart card, One card 

solution, Mobile payments. 

I. INTRODUCTION 

Virtual cash is an upcoming technology that has seen a 

lot of growth in the past years. Cashless payments are 

now becoming a popular trend in almost every field. 

Electronic Wallet is the software which resides on the 

buyer’s computer and it holds the digital cash and the 

digital certificate with the digital signature for billing, 

shipping and the payment information for online 

transactions. The credentials can be passed to 

merchant’s terminal wirelessly via near field 

communication (NFC).It allows with a simple tap of the 

device onto a reader to exchange data between two 

devices.  

Traditionally, a customer sees a product examines it and 

then pays for it by cash, cheque or credit card. In the e-

commerce world, the customer does not actually see the 

product at the time of transaction, and the method of 

payment is performed electronically. Electronic payment 

system (EPS) enables a customer to pay for the goods 

and services online by using integrated hardware and 

software systems. The main objectives of EPS are to 

increase efficiency, improve security, and enhance 

customer convenience and ease of use. 

WHY WE NEED E-WALLET? 

For frequent online shoppers, it becomes a hassle to fill 

out order forms with the same information for every 

item they purchase. It is unnecessary to retype credit 

card numbers and addresss each time. It would be nice if 

this information could be handled automatically. The 

main objective of e-wallet is to make paperless money 

transaction easier. 

WHAT IS AN E-WALLET? 

The electronic wallet (E-wallet) provides all functions of 

today’s wallet on one convenient smart card eliminating 

the need for several cards. The identification is required 

for every credit card transaction and the card is equipped 

with a disabling device if the card would be tampered. 

The electronic wallets which are frequently used by 

online shoppers are commercially available for pocket, 

palm-sized, handheld, and desktop PCs. They are secure, 

convenient, and portable tool for online shopping and 

also store personal and financial information such as 

credit cards, passwords, email contacts, bank accounts, 

PINs, and much more.  

Electronic Wallet presents lower costs, employing the 

use of wallets removes the need for the intermediaries. 

The applications provide more convenient transaction 

processing method for the customers, giving the 

businesses which employ this technology the 

competitive edge in the market. This opens up the 

entirely new aspect to the payment methods in large 

markets, introducing many business opportunities and 

greater potential revenue .There will be synchronization 

of data from multiple platforms, the bank accounts , the 

credit and debit cards, the mobile accounts and the bills 

will be interconnected and help in better management. It 

is like everything is under one roof. 

FEATURES OF E-WALLET 

� All ID information in one card  

� Works with all scan types ( Barcode , RFID, Strip) 

� Firewall Encrypted security logic   

� Universal access  

� Reusability of the card is unlimited. 
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�  Refillable  

� Current balance can be stored and read 

� User authentication is provided  

� Cannot be duplicated  

� Multiple card features are incorporated

card 

E-WALLET SUPPORTED PLATFORMS

• Windows® PC running windows 7,

Vista, or XP 

• Apple ® iPhone ®iPad
TM

 and I  Pod ®

and higher. 

• RIM ®Black Berry ® 4.2 and  higher.

•  Windows phone  

• Android Phone 

HOW TO USE AN E-WALLET? 

The prototypical stage involves transfer b

computers using the client-server model. Ev

includes information about:  

The amount of transferred money  

The security certificate of every monetary un

 The payer  

The receiver  

The date and time of the transfer  

E-WALLET AUTHENTICATION METH

� Username and password PIN 

Username and password has become 

standard for identification of individuals in

world ranging from email to e-banking web

passwords are independent of a physical 

device which makes them suitable 

identification. 
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sfer between two 

el. Every message 

tary unit  

METHODS 

ome the defacto 

uals in the online 

g websites. These 

ysical medium or 

able for online 

� Digital Certificates 

Digital certificates were specifica

electronic identification and are effe

system. Their value depends on the 

trusted party which issues them an

which must be followed before they ar

� Biometric, Voice Recog

Scanning and DNA matching 

The new forms of identification com

biological measurement. Electronic fi

using biometric devices on PCMCIA

reached production. 

WHERE CAN YOU USE E-WALLE

 Online Grocery Stores  

All the online food and grocery store

facility for a simple payment option. T

site can be filled up with any sum o

from as low as Rs 10.  

Utility Payments 

Paying the electricity bill, phone bi

even booking a seat at the theatre can n

Recharging Mobile Phones  
A customer can also go for schedule

where a filled e-wallet can recharge 

connection on set times of the month

Buying online 

The merchants introduced e-walle

customers in addition to cash-on-deliv

Loyalty Redemption 

The electronic wallet will give con

reporting of points accrued under loya

Pre-emptive Purchasing 

The electronic wallet performs the p

for the consumer and therefore has a r

made. The electronic wallet will be

purchasing based on habits and ac

consumer to make purchases on a regu

ADVANTAGES OF E-WALLET 

Lower Costs 

� Competitive Advantage 

� Modern 

� Convenience 

� Time Saving 

� Security 

� Track the Expenditure 

� Attractive Discounts 

___________________ 

___________________ 

 

cifically designed for 

e effective in a closed 

the credibility of the 

em and the procedures 

hey are issued.  

Recognition, Retinal 

n come in the form of 

nic fingerprint scanning 

MCIA card has already 

ALLET? 

 stores offers an e-wallet 

tion. The e-wallet on its 

sum of money, starting 

ne bill, mobile bill and 

can now be done. 

heduled recharge option 

arge a number or DTH 

onth. 

wallet service to its 

delivery option. 

e consumers real time 

loyalty schemes.  

 the purchasing process 

as a record of purchases 

ill be able to pre-empt 

nd actually remind the 

 a regular basis. 
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�    Available 24hrs/365 days. 

DISADVANTAGES OF E-WALLET 

� Security 

� International Restriction 

� Limited Merchants 

� Dependent on the Devices for battery life 

� Danger of losing your Money/Smart phone. 

II. CONCLUSION 

In addition to the uses of a physical wallet, the electronic 

wallet needs to satisfy the core requirements of 

providing payment and authentication in online 

transactions initiated from any Internet-enabled device. 

Once this is achieved the electronic wallet will be 

extended to provide a range of “value-added” services. 

The electronic wallet is destined to become the virtual 

representation of a person on the Internet. The electronic 

wallet will be able to be reached from any Internet 

access point and will become the owner’s authorized 

agent for e-Commerce transactions. 
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